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USERS 


of 
Woodworking 
Equipment ___ 


Advertising 
in Accra 


Sir,—In “Mainly Personal” 
(November 23), E. H. Smith is 
quoted as saying that “the only 
other media in the Accra district 
are press advertising and cinema 
slides.” 

In Accra, as in all the main 
towns and villages throughout 
British West Africa, there is a 
very extensive and well-organised 


hoarding and poster display 
organisation which is very 
popular with advertisers. Facili- 


ties are available for the display 
of double crown, quad crown, 
8-sheet, 16-sheet and bulletin 
boards. 

It is incorrect to imply that 
only slides are used in Accra 
cinemas; very few slides indeed 
are used these days. The 
majority of advertisers have 
quarter-, half- or one-minute 
advertising filmlets specially pro- 
duced for the West African 
market. 

DONALD MCKINNELL, 
Managing director. 
Export Advertising 
Service Ltd. 


Poin t-of-sa le 
wastage 


Sir,—I hasten to assure W. V. 
Davies (November 30) that I 
am one of the more vociferous 
advocates of market research in 
the display business. I believe it 
should be extended to point-of- 
sale advertising. It certainly 
needs it! 

The point I was trying to make, 
apparently unsuccessfully, was 
that because there was no proved 
method of testing effectiveness of 


point-of-sale advertising, and 
because wastage was more 
obvious, it did not necessarily 


prove that the per cent wastage 
of readership per thousand was 
any greater than with press 


advertising. 


PRINCIPAL BRANCHES 


TEMPLE BAR 2468 


To The Editor. . 


The appearance of a press ad 
in a paper with a guaranteed 
circulation and a measured 
readership would be about 
equivalent to the controlled dis- 
tribution of a quantity of show- 
cards with guaranteed showing in 
a number of retail shops with 
measured customer figures. 

What papers and _ retailers 
cannot do is to guarantee that 
the reader or shopper will look 


at the advertisement. The “soap 
boys” know this and_ rank 
amongst some of the biggest 


users of point-of-sale advertising 
of the bulkier type. In other 
words they have proved the 
value of “big spaces.” 

E. FreeMan-Kee! 
Weybridge, 
Surrey. 


Copytaster 
and ad 
credits 


Sirn,—Copytaster states (Nov- 
ember 30) that he is opposed to 
mentioning the names of the 
agencies responsible for the ad- 
vertisements he commends. 

Surely if an advertisement is 
worthy of praise in a trade or 
professional publication not only 
the agency but also the individual! 
or individuals who conceived the 
advertisement should also be re- 
ferred to by name. 

Copytaster has some _ good 
words for the copy of the Sobra- 
nie Straight Cut advertisement, 
but I believe that the people re- 
sponsible for the advertisement 
would have been delighted to 
read “Copy—pretty good for 
those who like this style—by Joe 
Spinks of X Agency Ltd.” 

Individual reputations could 
be built in this way and we who 
are always searching for new 
talent would watch the work of 
named copywriters, visualisers 
and typographers. Possibly the 
salaries of top men and women 
in the creative branch of adver- 
tising would tend to rise as a re- 
sult, but advertising is a profes- 
sion in which exceptional talent 
should be well rewarded. 

Of course, the practice of nam- 
ing individuals is open to abuse. 
Every kind of profession or busi- 
ness Offers opportunities for 
abuse but I am certain that 
people of integrity would studi- 
ously avoid showing favouritism. 

CeciL TURNER, 


Chairman. 


Auger and Turner Ltd., 
London, a; 


Financial 
check on 
agencies 


Sir,—In these days of financial 
strain, when publishers may be 
involved in considerable financial 
losses when advertising agencies 
have to come to terms with their 
creditors, is it not time that this 
continued recognition by the 
NPA, the Newspaper Society, and 
the PPA be made more difficult 
to the benefit of publishers and 
established agencies alike? 

Although initial tests for 
recognition are adequate, there 
appears to be no regular check on 
whether the agency does in fact 
remain solvent, and in a position 
to discharge its liabilities to pub- 
lishers. I submit that the follow- 
ing precautions should be taken 
annually by the proper official 
bodies:— 

(1) Advertising agents’ bal- 
ance sheets should be submitted 
for inspection by accountants 
at the end of each financial 
year. The accountants should 
be collectively appointed by the 
NPA, the Newspaper Society, 
and PPA, and such accounts 
treated in the strictest profes- 
sional confidence. 

(2) Arising from the above, 
the item “Directors’ Loans” in 
the balance sheet of a finan- 
cially unsound agency should 
be immediately suspect, and 
representations made to such 
directors to repay as quickly as 
possible the personal loans 
which they have received from 
their companies. Alternatively, 
a time limit should be set for 
repayment, failing which recog- 
nition would be withdrawn or 
suspended. 

If the above steps were taken, 
a strengthening of financial confi- 
dence between publishers and 
advertising agents would natu- 
rally follow. 

DeNNis R. VICKERS, 
Chairman and 
managing director, 
Professional Journals Ltd., and 


-Technical Publications 


(Overseas) Ltd. 
London, W.C.1. 


‘PR has proved 
itself’ 


Sirn.—Your Comment “Does It 
Sell?” (November 30) was printed 
on page 16 of an issue in which 
pages 6 and 7 were, in their en- 
tirety, devoted to the amen 
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___._ read, and 
are influenced 
by, 


INDUSTRY 


The Technical Journal 
of the Timber-using Trades 
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ROAD, LONDON, S.E.1 Tel.: WAT 3388 


general meeting of the IPR and 
the first Public Relations Day. 

Your remarks must strike any 
fair-minded person as extremely 
petty and utterly out-of-date. 
If PR has yet to show that it can 
sell, why devote two valuable 
pages of editorial space to it? 

If advertising men and journa- 
lists both tend to despise the new 
“profession” why is it that prac- 
tically every agency is opening up 
a PR department and every ad- 
vertisement in ADVERTISER'S 
WEEKLY announcing an opening 
in PR receives scores of replies 
from editors who can't wait to 
become PROs? 

“Misguided” PR _ operators 
rarely strive to obtain “free puffs” 
or offer bottles of wine for them, 


but are often driven to such 
(ee tte eee, 
Special Survey of the 


Religious Press—page 57. 
ee ) 


lengths by their clients, who seem 
to recognise nothing but a “free 
puff” as their money’s worth and 
frequently insist on such an in- 
delicate and idiotic form of 
remuneration. 

The PRO of independent 
means can afford to throw them 
overboard, but some of us like 
to eat sometimes, and anyway we 
always live in hopes that even 
clients will learn from their mis- 
takes—even if you never will. 

PR has proved itself over and 
over for the past 50 years—long 
before in fact it ever went by its 
present name—and any publicity 
man worth his salt knows that 
there is no better and more effec- 
tive form of publicity for exhibi- 
tions, theatres, sport, film stars, 
and even Prime Ministers. 

If the sole purpose of any pub- 
licity medium were to sell 
goods or services and nothing else 
then there could never be any 
prestige advertising, for what 
does that sell except good-will— 
and that’s where we came in. 

R. C. LIEBMAN. 
Fleet Street, 
London, E.C.4. 


McLELLAN- DIRECTOR 
SOUTH COAST 
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NET SALE WELL OVER 


2.8 500. 000 


The advantages of 100% 


direct-to-women sale are 


indisputable. So are the 
advantages of Colour. 
WOMAN’S OWN 
provides both at an 


economic cost. 


STUART MANDER, ADVERTISEMENT DIRECTOR, 
NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON ST. 
TEMPLE BAR 4363 (40 LINES) 
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The Regional Press gives 
my advertising campaign 
flexibility 


says Mr W. E. BUTLIN, MBE, 


(Chairman and Managing Director, Butlin’s Ltd) 


aay Holiday Camps and Hotels accommodate over half a million people every 
year. It’s a pretty big job attracting such vast numbers— many more than any 
other single holiday organisation—and naturally advertising plays an important part. 


A great many of my guests, happily, are 
‘regulars’. My advertising is designed to keep 
them favourably reminded of their Butlin 
holidays, and to inform them of the new 
attractions which I introduce every season. 

Then, because of increased accommodation 
and the inevitable ‘ turnover’ of customers, it 
is necessary for me each year to find a con- 
siderable number of new customers, people 
who have never been to Butlin’s before. In this 
task, too, my advertising campaign has a 
vital share. 

To do its two-fold job successfully, my advert- 
ising must, in order to attract new customers, 
present pictures and verbal descriptions of a 
holiday, as well as lively reminder-slogans for 
the benefit of my ‘regulars’. Obviously the press 
is an essential medium for me. 


I know where every customer lives 
Why do I use the Regional Press in particular? 
The bulk of my customers come from the 
provinces, mainly from the cities and towns in 
the big industrial areas. I know exactly where 
every one of them comes from — knowledge 
which gives me a decided advantage over most 
advertisers in compiling a regional advertising 
schedule ! 


| am firmly convinced that if, say, 500 people 
from a particular town have booked for 
Butlin’s, more people can be persuaded to come 
from the same locality. People love to talk 
about their holiday plans and those 500, chat- 
ting to their friends and neighbours, will surely 
encourage others to take a Butlin holiday too. 

Incidentally I even know in many cases the 
regional newspapers they read, too, for I have 
a note of the weekly orders at my Camp 
newsagents’ shops. 

With the aid of the Regional Press I can direct 
a part of my advertising campaign to those areas 
from which I know business can be obtained. 
That is economical and efficient advertising. 

I know, too, the types of people who are my 
guests — after all, we at Butlin’s live with our 
customers during their week or more holiday 
every year. I know their tastes, habits and their 
social standing which, by the way, is rising 
steadily year by year. 


Why my campaign must be flexible 

By the end of January each year the pattern 
of the summer bookings emerges. The peak 
holiday period is full and could be filled many 
times over. Earlier and later weeks are a little 
easier, SO my advertising campaign must seek 


out customers for these less busy weeks. To do 
this it must be highly flexible in time and place. 

The Regional Press is vital in this respect, and 
here is a typical example. Perhaps an early June 
week is rather light at my Pwllheli Camp. I know 
ihe towns from which people have already 
booked for that week, and I know the towns 
with local holidays during the same period. | 
short-list the towns with reasonable access to 
Pwllheli. In conjunction with C. J. Lytle Ltd., 
my Advertising Agents, I select suitable re- 
gional newspapers and prepare special copy if 
necessary. Within a few days an intensive, con- 
centrated little advertising campaign can be 
running. Once the target is reached the cam- 
paign can be stopped without wastage. 

Sometimes I might have half-a-dozen regional 
campaigns of this nature running simultaneous- 
ly. At other times none may be required, for 
my accommodation, though considerable, is 
not unlimited and I regard it as bad manners 
as well as bad business to continue advertising 
when my accommodation is full. Disappointed 
applicants would soon make their opinions 
plain to me and to the newspapers carrying 
my advertisements. 

I must place on record my appreciation of 
the manner in which the Regional Press has 
co-operated in providing space and handling 
copy at short notice — very important factors 
in conducting a flexible advertising campaign. 


Advertising Agents for Butlin’s Ltd are C. J. Lytle 
(Advertising) Ltd 


During 1956 advertisements for Butlin's have appeared in all 

Kemsley regional newspapers — morning, evening, Sunday or weekly — 
published in Manchester, Newcastle, Sheffield, Cardiff, Middlesbrough, 
Blackburn, Aberdeen, Stockport and Macclesfield. 
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CONTINUITY ‘BREAKS FRESH GROUND’ 


IPA’S ‘NEW LOOK’ READER SURVEY 


SUMMER AD 
SPENDING 
SHOCK: 

JULY DROP 


“Statistical Review” figures 
for press expenditure during 
the third quarter of the year 
show a total of £21,597,905— 
only .1 per cent higher than 
the same quarter in 1955, and 
over £3 million less than was 
spent during April-June this 
year. 

Both the first and second 
quarters this year had been 
much higher than the corre- 
sponding periods in 1955—by 
7.54 per cent and 16.85 per 
cent respectively. 

July was the first month this 
year in which total spending 
was down on the figure for the 
same month in 1955. 

Full story—page 5. 


Aldwych consider 
club ‘integration’ 

A special general meeting of the 
Aldwych Club will be held at the 
Club premises on Wednesday. 
December 19, to consider and 
vote on the following resolution: 
“That this meeting approves that 
the committee of the Club should 
take all necessary steps to effect 
the integration of the Publicity 
Club of London with the 
Aldwych Club from January 1, 
upon the terms that have been 
arranged, and undertakes to ratify 
all steps taken by the committee 
in carrying out the foregoing 
object.” 


Bank using TV 


The Midland Bank Ltd. are 
to use commercial TV on all 
stations from next Wednesday to 
December 19, to advertise Christ- 
mas gift cheques. The Midland 
will be the first British bank to 
use commercial TV. Agents are 
Charles Barker and Sons Lt 


Profiles and duplication tables 


will follow first report 


TH Institute of Practitioners in Advertising’s 1956 Reader- 
ship Survey was published yesterday (Thursday). Based on 
two samples of 6,000 and 4,000 interviews, it is the first step 
in a plan which “breaks fresh ground” for readership surveys, 
says the Institute, by offering continuity. 

Called “A National Survey of Readership of Newspapers 
and Magazines on a Continuing Basis,” it presents, in addition 
to an analysis of the pattern of readership based on the whole 
10,000 sample, a comparison of the level of readership in the 
spring—when the first 6,000 interviews were carried out—and 


in the summer of this year. 


And with interviewing still 
going on, the IPA will, in 
February, bring the survey up to 
date by publishing the results for 
the winter months. This winter 
sample will bring the total num- 
ber of interviews up to 16,000. 

Advantages of a continuing 
survey, says the general introduc- 
tion, are that: 

@It provides a continuous 
flow of up-to-date information. 

@ The analysis load as well 
as the field-work load being 
spread over a longer period, 
the results can be made avail- 
able to subscribers much more 
quickly. 

@it is less vulnerable than 
the earlier, once-for-all type of 
survey to outside influences; it 
provides a means of assessing 


quickly the effects of changes 
in price, of amalgamations of 
publications, or of strikes. 


These advantages were achieved, 
says the IPA, without sacrificing 
the obvious advantages of a large 
sample, by dividing the total 
sample for the year into a series 
of independent samples. 


Each of these samples is 
planned to be representative in 
itself, so that results for one 
period can fairly be compared 
with those for earlier periods. To 
enable more detailed analyses to 
be prepared, however, the indi- 
vidual samples can be accumu- 
lated. 


The first group of tables pub- 
lished in the survey contains an 


@ Continued overleaf 


Next week’s issue of “Adver- 
tiser’s Weekly” will be the 
traditional 


4 
CHRISTMAS 
NUMBER 
and the staff of “Squeezer’s 
Weekly and Hard Times” 
will take over to report how 
the Chancellor's economic 
measures are affecting adver- 
tising men at play and, er 

-.. at work. 

In addition to all the fun 
and games, there will be the 
famous doggerel, rhyming (we 
hope!) scores of names well 
known in the business. 

PRIZEWINNING 
ENTRIES IN THE COM- 
PETITIONS FOR CRAZY, 
MIXED-UP ADS AND 
CREDIT SQUEEZE COPY 
AND CARTOONS WILL 
ALSO BE PUBLISHED. 


Mark Quin surprise 


Mark Quin, managing director 
of Greenlys Ltd. since October, 
1955, has resigned from the 
agency. (Full details—page 8.) 


Boeing agents 
G. Street and Co. Ltd. are to 
handle the new account in Britain 
of Boeing Aeroplane Co. (USA). 
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PERCENTAGE 
AND... 
TOTAL 
Unweighted Sample 9,967 
eet 
16 and over . 37,000,000 
% "000 
National mornings 
% 7000 
Daily Mirror ... 40 14,749 
Daily Express... ... 34 12,584 
Daily Mail... aw WW 6543 
Daily Herald ~ 6 5,793 
News Chronicle & Daily 
Dispatch... aa 5,171 
Dail Sketch ... .< 12 4,561 
Daily Telegraph... ... 8 3,038 
The Times ... ee .. vebe 1,198 
Provincial mornings 
Glasgow Daily. Record... 3 1,032 
Manchester Guardian... 2 794 
Glasgow Bulletin... 2 773 
Newcastle Journal 2 676 
Sheffield Telegraph 1 510 
Glasgow Herald .. wa 490 
Liverpool Daily Post ... 1 445 
Yorks. Post & dacds 
Mercury .. ; 1 410 
Birmingham Gazette 1 386 
Dundee Courier & — 
tiser ¥ 1 289 
Cardiff Western Mail. 1 224 
Northern Echo .. a” 3 186 
London evenings 
Evening News ... oc me S26 
Sitar ... .. 8 2,938 
Evening Standard 6 2,389 
Provincial evenings 
Newcastle Even.Chronicle 3 1,180 
Manchester Even. News 3 1,162 
Birmingham Mail 3. «1,071 
Liverpool Echo ... 3. 1,041 
Manchester Even. C hroni- 
cle .. * ‘ 3 926 
Glasgow Even. Times... 2 788 
Sheffield Star 2 752 
Glasgow Even. Citizen.. 2 737 
Glasgow Even. News ... 2 720 
Yorkshire Even. Post... 2 717 
Birmingham mugenend Des- 
a 2 658 
National Sundays 
News of the 4nd ..» 53 19,611 
Sunday Pictorial .. oo. 4h 6609 
People x -. 39 14,490 
Sunday Express .. 27 10,156 
Empire News & Sunday 
hronicle 20 = 7,339 
Sunday eee... 17. 6,330 
Sunday ae 10 3,613 
Observer 6 2,056 
Sunday Times 5 1,917 
Reynolds News ... 4 1,475 
Provincial Sundays 
Glasgow Sunday Post... 8% 2,914 
Glasgow Sunday Mail... 5 1,717 
Newcastle Sunday Sun.. 2 776 
Douighan 3 Sunda wd Mer- 
cury i oe 755 
General Weeklies 
Radio Times Ae” |e 
Week-end Reveille --- 30 11,274 
Mid-week Reveille os a. 7988 
Picture Post anh o- me CG.3e0 
Week-end Mail... ... 16 5,900 
Illustrated ... ... «. 15 5,448 
 " See eee 
Everybody's on. wp Sree 
Titbits eee aoe a ae. 3388 
. § * Seer Bt: 
Weekly News... ... 10 3,693 
TV - Tpatate ad -- § 1,894 
Punch 669 
Blighty ae a a 
Universe... ee bab 2 885 
Listener a a |O 803 
Christian Herald... 1 498 


@ Continued from page 3 


IPA survey ‘first to 


offer continuity’ 
SPRING AND AUTUMN COMPARISONS 


analysis of the readership of indi- 
vidual publications by age, sex, 
social grade, region and town 
size. 

In addition, separate figures are 
given for Greater London and 
the eight major conurbations. 
Another group of tables com- 
pares the readership level shown 
by the first, spring cycle, and the 
second, summer cycle. 

This first batch of tables will 
be followed shortly by a group 
of tables showing the profile of 
readership of different publica- 
tions. 

In February a further, up-to- 
date set of basic tables will be 
issued, followed by Duplication 
Tables. 

As in 1954, the IPA has decided 
to operate a Post-Survey Infor- 
mation Service, whereby addi- 
tional information not published 
in the reports can be made avail- 
able by special arrangement on 
request. 

The tables in the survey are 
prefaced by a number of explana- 
tory notes on the sample—which 
represents the adult population of 
Great Britain less certain outlying 
parts of Scotland—and the 
sampling method used ; the inter- 
viewing technique; and a comment 
by Professor M. G. Kendall, Pro- 
fessor of Statistics in the Univer- 
sity of London, and Director of 
the Division of Survey Techniques 
at the London’ School of 
Economics, who designed the 
sampling plan. 

Interviewing delayed 

Interviewing in 1956 was de- 
layed by the printing disputes 
early in the year, so that field- 
work did not start until towards 
the end of April. 

Between then and mid-July 
some 6,000 interviews were com- 
pleted. Between mid-July and 
the beginning of October, field- 


work was. completed on the 
second independent sample, when 
just over 4,000 people were inter- 
viewed. 

The greater flexibility of the 
continuings survey is reflected, 
says the introduction, in a change 
in format of the published 
results. These are in loose-leaf 
form, so that tables deriving from 
later interviewing periods can be 
placed into position when they, 
in their turn, are published. The 
volume is foolscap size—‘“and is 
designed to be a working docu- 
ment for the advertising man.” 

The sampling plan calls for the 
use of a “probability sample’ 
chosen by various means from 
the Register of Electors. The 
interviewing areas are Parlia- 
mentary Constituencies, and 160 
of these (roughly one in every 
four throughout the country) are 
visited in every interviewing 
period, 


Non-electors 

The primary sample is one of 
electors, but the plan provides 
for picking up interviews with 
people who are under voting age 
or who, for one reason or 
another, have been omitted from 
the Registers. 

Feature of the sampling 

method is that, for what is 
believed to be the first time, non- 
electors living in “institutions” 
such as schools or hostels, have 
been included. 
_ In general form an interview- 
ing technique is used similar to 
the one pioneered in 1954. 
Informants’ recollection of their 
reading was stimulated by being 
shown a booklet in which the 
title-blocks of the publications 
were reproduced photographi- 
cally. 

Readership is established in- 
directly, that is without referring 


@ Continued on page 10 
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..- ESTIMATED 
READERSHIPS 


TOTAL 
9,967 


37,000,000 


Unweighted Sample 
Estimated population aged 
16 and over 


Women’s Weeklies 
Woman net bee | 
Woman's Own ... oe 
Woman's Weekly os 
Woman's Sunday Mirror 10 


‘oman's Illustrated 7 2,626 
People’s Friend ... 4 1,475 
Red Letter ... 4 1,322 
Home Notes 3 1,230 
Home Chat > ia 
Marilyn 3 1,095 
Red Star ‘ moa 3. 1,089 
Woman's C. ompanion . 3. 1,035 
Secrets 2 852 
Silver Star.. 2 841 
Lucky Star... 2 823 
Glamour 2 749 
Family Star 2 723 
Oracle 1 534 
Miracle 1 $25 


General Monthlies 


Reader's Digest ... 22 = 7,968 
Ideal Home 8 3,074 
Practical Householder . 6 2,363 
Lilliput ov — © 2907 
Homes and Gardens 6 2,301 
Men Only .. § 1,761 
Wide World 4 1,336 
Argosy 3. 1,254 
House Beautiful .. 2 631 


Women’s ‘Monthlies 
Good Housekeeping 


Woman and Home 3,171 
Vogue 3,071 
True Story.. 2,496 
True Romances Bae 2,280 
Everywoman 2,195 
Stitchcraft .. 1,764 
Wife and Home . 1,720 
My Home 


Woman's sama 
Modern Woman. 


VW REUUNADIBCOS 
a 
© 
mn 


Housewife ... 1,525 
Woman and Beauty 1,457 
Home gun : 1,239 
True agains jae 1,192 
She ... 1,165 
Vanity Fair.. 1,086 


No 1955 survey 


The first National Readership 
Survey of the Institute of Practi- 
tioners in Advertising was carried 
out in 1954, The second survey in 
1955 was interrupted by the news- 
paper strike, and it was found 
impossible to publish results for 
that year. 


‘Higher readership’ may be the result of new technique 


“It will be seen,” says the survey, 
“from a comparison of the 1954 
and the 1956 results that the 
general level of readership is 
shown to be higher in 1956. 

“Furthermore the increase is 
greater for magazines than for 
newspapers. 

“It is the Institute’s view that the 
increase derives substantially 
from the changes in technique 
described above. 

“It must be remembered, for in- 
stance, that the first two of the 
three major modifications in 
1956 had as their objective 
making it more difficult for an 
informant to ‘forget’ to claim 
readership.” 

“In general, the Institute’s expec- 
tation of change arising from 


the planning stages has been 
fulfilled. The pattern of results, 
therefore, must have a rather 
unfamiliar look to people 
accustomed to using past sur- 
veys based on different 
techniques. 


“Some changes in pattern were, of 
course, expected as a normal 
result of the many circulation 
and readership changes of the 
intervening two years. 


“It is legitimate to ask whether 
the new technique can now be 
expected to become a_ per- 
manent and unchanging feature 
of the Institute’s Readership 
Surveys. 

“The answer to this question 
must be that one should always 


seek to revise the research 
techniques by any modifications 
that seem likely to produce a 
more accurate picture of 
readership according to the defi- 
nitions agreed for each survey. 

“It would be unwise to resist any 
changes (just because they are 
changes) which, after adequate 
testing, seem likely to produce 
more useful results. 

“There are valid arguments, how- 
ever, aimed at the desire for 
continuity and comparison 
which have to be weighed in the 
balance also. 

“The Institute will continue to 
study techniques and has ex- 
perimental work in hand which 
may lead to further develop- 
ment in this field, 
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JULY PRESS ADS DOWN ON 1955 


Third quarter shows ‘reversal of 


trend’ says ‘Statistical Review’ 


For the first time this year “Statistical Review of Press 
Advertising” figures—covering the July to September quarter 
—shows that less was spent on press ads in one month—July— 
of 1956 than in the corresponding month in 1955. And the 
third quarter of this year was only a mere £20,000-odd up on 


the same quarter last year. 


Following increases of 7.54 per 
cent and 16.85 per cent, respec- 


tively, shown in the first and 
second quarters of this year 
against 1955 figures, Statistical 


Review says that it is difficult to 
account for this “marked reversal 
of trend.” 

The July-September quarters 
total was £21,597,905—or about 
£3,.250,000 down on the April- 
June quarter. 

The figure for July was 
£6,990,070, a drop of 7.66 per 
cent on July, 1955. August, at 
£6,105,676, was only 1.82 per 
cent up, and the quarter was only 
saved from showing less than the 
1955 corresponding period by a 
6.16 per cent increase—represent- 
ing a monthly total of £8,502,159 

in September. 

How do the media groups 
come out of this “reversal of 
trend’? 

The table showing the distribu- 
tion of the quarter’s expenditure 
among the media, says Statistical 
Review, gives a “very different 
picture” from that in the report 
on the April-June quarter, pub- 
lished in July. 

“Then the figures revealed a 
very marked increase in the 
volume of advertising carried by 
London morning and national 
Sunday newspapers compared 
with the insignificant rises shown 
this quarter. 

“In the second quarter of this 
year the provincial and suburban 
weekly newspapers were alone in 
registering a decline on their 1955 
figures. 


“They show an even greater 


Sir Miles Thomas to 
speak to IAMA 


Sir Miles Thomas and Harold 
Wincott will speak on publicity 
for British industry at a meeting 
of the Incorporated Advertising 
Managers’ Association at Mon- 
santo House, Victoria Street, on 
Wednesday evening. 


Show booked up 

The IEA (Instruments, Elec- 
tronics and Automation) Exhibi- 
tion, to be held at Olympia from 
May 7 to 17, is already entirely 
booked up, and there is a waiting 
list of potential exhibitors still 
hoping for space, L. S. Yoxall, 
chairman of the exhibition com- 
mittee, announced at the ballot 
for stand sites, held at the Con- 
naught Rooms in London. The 
total number of exhibitors is now 
almost 200. 


John Scott on the board 


At a meeting last week of the 
board of the Legion Publishing 
Co. Ltd. publishers of “Statisti- 
cal Review,” John P. Scott, son 
of the late Jesse Scott, was ap- 
pointed a director of the com- 
pany. He will assist his mother, 
Mrs. Anita Scott, who became 
managing director in September, 
in the administration of the com- 
pany. 


See Mainly Personal—page 64. 


fall this quarter and are joined 
by the London evenings whose 
total is 13.59 per cent down, and 
the provincial dailies with a de- 
crease of 4.02 per cent. 


“Magazines have an increase 
of a mere 1.52 per cent com- 
pared with one of 5.93 per cent in 
the preceding three months. The 
increases for technical journals 
of 9.15 oy cent, and trade 
journals of 9.06 per cent are both 
of a much smaller order than 
those recorded in the previous 
quarter.” 


London Mornings ... 
London Evenings ... 
National Sundays ... = 
Provincial Dailies... . 


Provincial and Suburban Weeklies ... 


Magazines... see ‘ 


A cheque for NABS from Beaver- 
brook Newspapers . . . and what 
a cheque! 

Max Aitken hands £17,000 to W. A. 
Messenger, chairman of the 
Society, who thanked him for this 
“stupendous” donation resulting 
from the “Daily Express’ Mid- 
night All-Star Show held at the 
London Palladium in April. 

There were thanks, too, for Jack 
Hylton and Val Parnell, who 

helped to line up the artistes, and 


} 1955 1956 % 
July is 7,570,044 6,990,070 —7-66 
August... 5,996,627 6,105,676 +1-82 
September... 8,009,138 8,502,159 +6-°16 

21,575,809 21,597,905 +0-10 


Dublin lights 


One of Dublin's largest flashing 
signs recently went into operation on 
a site at O'Connell Bridge, Dublin, 
for Aer Lingus. The wording “Fly 
Aer Lingus” is double neon coloured 
ruby, the letters being 3 ft. 3 in. high. 
The site occupies an area of 27 ft. 
high by 17 ft. 6 in. wide, and the 
sign was made by Solus Teoranta, 


Bray. 

3rd atr., 3rd atr., Rise or 

1955 1956 Fall 

£ £ Ye 
5,690,856 5,812,645 + 2:14 
1,372,033 1,185,593 —13-59 
2,604,275 2,687,846 + 3-21 
2,788,596 2,676,427 — 4-02 
1,012,158 896,967 —11-38 
6,712,609 6,815,059 + 1-52 
680,101 742,744 + 9-06 
715,181 780,624 + 9-15 
21,575,809 21,597,905 + 0-10 


for the trade press for publicity 
which had guaranteed a big 
attendance. 


The presentation was made at a 
“thank you” cocktail party given 
personally by the officers and 
council members of NABS at the 
Hyde Park Hotel. 


Left to right in the picture are: 
Jack Hylton, W. A. Messenger, 
Max Aitken, Tom Blackburn and 
Leslie Needham. 


SCOTTISH TV 
RATE—£250 
A MINUTE 


Basic rate per peak minute for 
Scottish commercial TV will be 
£250, says J. M. Coltart, manag- 
ing director of Scottish Tele- 
vision Ltd., contractors for the 
seven days in Scotland. The 
full-rate card will be out shortly. 

He claims that research indi- 
cates that there will be 500,000 
sets in the area on the opening 
date—Saturday, August 31, 1957. 
On February 1, a vigorous cam- 
paign for set conversion and 
aerial installation will be 
launched. Part of this will take 


Sell-out for Fund 


Hulton Press Ltd.’s “Cry Hun- 
gary”—the svecial 100-page 2s. 
edition of “Picture Post”—sold 
out within three days of publica- 
tion. All profits from its sale will 
go to the Lord Mayor of 
London’s Hungarian Relief Fund. 


the form of closed-circuit TV 
exhibitions, to be held every 
week for 22 weeks in the main 
towns. 

Present administrative head- 
quarters are at 20, North Bridge, 
Edinburgh, but after March 1 
next they will be at the Theatre 
Royal, Glasgow. London sales 
representatives will be located at 
Television House, Kingsway. In 
addition, Associated TeleVision 
have been authorised to accept 
bookings on behalf of Scottish 
Television Ltd. 


23 m ITV homes 


The total number of homes in 
the London, Midlands and 
Northern ITA transmission areas 
receiving Independent Television 
now exceeds 2,500,000—a poten- 
tial audience of some 8,600,000 
viewers—it was announced this 
week by Television Audience 
Measurement Ltd. 

Area figures are: London— 
1,111,000 homes, Midlands— 
595,000 and Northern—821,000. 


Agency reorganisation 


The first, second and third 
floors of Richard Potts & Part- 
ners Ltd.'s premises—now re- 
named Empire House—at 34-35 
High Holborn, W.C.1. have been 
reorganised to facilitate “wider 
activities” of the company. 
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Irish direct mail 
hody planned 


A meeting of all producers 
and users of direct mail in 
Ireland is being convened for 
Wednesday in the Metropole, 
Dublin, to organise the Irish 
Direct Mail Association. 

A draft of the proposed 
aims and objects, similar to 
those of the British Direct 
Mail Association, has been 
circulated to organisations in- 
terested in publicity and other 
bodies, following a meet- 
ing by a small group of in- 
terested firms in Dublin. 

Acting secretary of the 
Association, who is acting as 
convener of the meeting, is 
Brian Clancy, of Aer Lingus 
sales department. 


Nielsen survey 


of fringe area 


The A. C. Nielsen Co. Ltd. 
have finished a survey of the 
fringe area of the ITA’s Croydon 
transmitter, and are now conduct- 
ing similar research for the other 
regions. 

Nielsen state that the findings 
of the Croydon survey show that 
some six per cent of ITA viewing 
capacity to the Croydon trans- 
mitter lies in fringe areas beyond 
the official ITA Secondary 
Service area limits. 

Two such surveys conducted 
before and after the recent in- 
crease in Croydon’s_ radiated 
power found 31,000 and 43,000 
ITA-equipped homes _ respec- 
tively, with an observed rate of 
growth of 2,000 homes per week. 
At this rate, London fringe ITA- 
viewing capacity is some 55,000 
homes at the beginning of 
December, Nielsen estimate. 

The survey does not take into 
account otential “fringe” 
viewership beyond the existing 
service area overlap shared by 
London and Midlands trans- 
mitters. 


At the Home and Handicrafts Exhibition at the Cit 
Kayser co-operated with the Manchester store A 
producing a stand for Charmed Life nylon stockings. 
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Marshall and Snelgrove’s TV 


success story 


‘A MEDIUM TO ENLARGE OUR MARKET” 
“In a few years’ time big companies in Britain will be 
engaged in television advertising on a scale undreamed of to- 
day,” W. A. Slow, publicity director of Marshall and 
Snelgrove, told members of the Lancashire Section of the 
Incorporated Society of British Advertisers in Manchester. 


Recalling that there was a time 
when the big fashion houses, like 
Marshall and Snelgrove, sought 
prestige by dressing only wealthy 
women who could afford to 
spend lots of money on clothes, 
he said: 

“The lure from that quarter 
has faded. The tendency of high- 
quality businesses today is to 
accept the challenge, and to bring 
good design to the middle-of-the- 
road market.” 

At Marshall and Snelgrove, 
they felt that television offered a 
medium that greatly enlarged 
their market, without causing 
them to lose prestige. 

“We are encouraged by our 
own experience with TV adver- 
tising, and it is our policy to give 
100 per cent support to our 
manufacturers in their efforts in 
this direction,” he said. “For in- 
stance, the brilliant campaign 
now running for Kayser Bondor's 
‘Charmed Life’ stockings is a 
great success, and is quadrupling 
our sales for this well-known 
make.” 


Shopping magazines 

Marshall and Snelgrove had 
taken two TV shopping magazine 
programmes. The first 14-minute 
programme had cost £3,240, 
which was shared by—amongst 
others—Strelitz Ltd., Lyle and 
Scott, Berlei Corsets, and Revlon. 

The week following this pro- 
gramme, the store was “vastly 
ahead” in turnover in every de- 
partment which had been tele- 
vised. 

Moreover, the televising pro- 


vided a “great moral uplift” 
within the store. Copies of this 
programme were still being 


shown in Women’s Institute clubs 


Hall, Manchester, 
eck and Brown in 
Half of the stand 


was devoted to the manufacture of these stockings, while the other half 
(seen above) comprised a stocking shop where Charmed Life hosiery and 
other Kayser stocking styles were on sale. 


oe See v PR 


and the clubs of the Towns- 
women’s Guild throughout the 
country. 

The second shopping maga- 
zine programme was televised 
in February. The cost was 
very similar to the first, but 
it was cheaper because, by 
this time, the television audience 
had doubled in size, he said. 
Again it was shared. The 
Marshall and Snelgrove section 
featured bridal gowns and, as a 
result, many dozens were sold. 

Mr. Slow told a questioner 
that he believed that a pro- 
gramme could be devised to sell 
something as prosaic as house- 
hold linens. Advertisers should 
not be afraid to “sell.” Results 
from commercial TV had some- 
times been disappointing because 
advertisers had been too “ kid- 
gloved.” 


Long-term effect 

When another questioner sug- 
gested that immediate results 
from TV advertising tended to be 
good, but fell away, Mr. Slow 
replied that a lot depended on 
“enthusiasm within the shop” 
when it came to sustaining the 
effect of television advertising. 

Later he said that Marshall 
and Snelgrove had recruited addi- 
tional account customers as a re- 
sult of television advertising. 

Alex Anson, advertisement 
controller of Granada TV Net- 
work Ltd., told the meeting that 
it was incorrect to suggest that 
TV was a medium essentially, 
and mainly, for new products and 
products that could be demon- 
strated. 

It might be a slightly better 
medium for those products than 
for others, but it had proved its 
effectiveness over a wide spread 
of products. Within one week of 
taking time on TV a road haul- 
age contractor had booked an 
additional £15,000 worth of 


contracts. 

Naturally, TY was most 
suited to mass consumer pro- 
ducts, but there were very few 
products which could not be 
demonstrated. And it was the 
right medium for any product or 
any service. Insurance com- 
panies had used it successfully, 
and he felt sure that bankers 
could do the same. Its effective- 
ness increased with consistent 
use. 

In addition to appealing to con- 

sumers, television advertising 
attracted the interest and atten- 
tion of retailers who were “very 
willing to be pushed” on any- 
thing which was advertised on 
TV. 


The latest Macdonald  \6-sheet 
poster demonstrates a new policy 
in that it groups the three Mac- 
donald chocolate biscuits together 
for the first time. Until now, separate 
poster campaigns have been carried 
on for Penguin, YoYo and Munch- 
Mallow, with different copy lines. 
The new poster shows all three, with 
the “umbrella” slogan of—‘One 
good bite deserves another.” The 
biscuits and their wrappings are in 
their natural colours and the whole 
is set on a yellow background. 


‘Testing time’ for 
salesmanship 


Britain will soon face a testing 
time for her salesmanship when 
the European Free Trade Area is 
established, N. W. J. Mawle 
warned Birmingham members of 
the Incorporated Sales Managers’ 
Association in his presidential 
address. : 

It would be difficult for Britain 
to remain outside the Area, and 
our industries would experience 
the realities of a free market in 
the early stages of its develop- 


ment, said Mr. Mawle, who is 
managing director of Office 
Equipment Distributors  Ltd., 


West Bromwich. 

“Then will be the testing time 
of our salesmanship, for it is a 
generally accepted fact that the 
future of our economic develop- 
ment and expansion is very much 
in the hands of those of us in the 
selling profession,” he added. 


‘We used most 
newsprint’ 

The Evening Citizen, Glasgow, 
claimed—in a “fudged” an- 
nouncement— in its Monday issue 
that during the present newsprint 
rationing period it used 19.3 per 
cent more of its ration than its 
nearest contemporary; carried 
18.1 per cent more overall adver- 
tising space; 6644 ‘n. more 
national advertising; and 30,0704 
in. more local and classified 
advertising. 

Its net sale for October was 
210,556. 
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ADVERTISING in a state of OLIGOPOLY 


‘Guarantee against monopoly’ 


says economist in BBC talk 


Economist Anthony Crosland told BBC Third Programme 
listeners on Saturday that “on balance, advertising outlays 
are, economically, worth it, but some are distinctly more 


worth it than others,” 


He believed that competition acted as a spur to enterprise 
and as a protection for the consumer, and if advertising was 
the price we had to pay for retaining competition, he thought 


it was usually worth paying. 

Even if the process of concen- 
tration had reached the point 
where only a small number of 
large firms survived—what the 
economists called an “oligopoly” 
—advertising was a guarantee 
that no one firm would be abie to 
drive out all the others and 
establish a complete monopoly. 

Before the war, advertising 
accounted for just over two per 
cent of the national income, and 
at the present rate of increase it 
might soon be up to the Ameri- 
can figure of over 24 per cent, he 
said. 

This was a “substantial sum,” 
but a number of items must 
substracted from the total of 
£300 million before one came to 
the “controversial” items, such as 


Four colour ad 
in ‘Liverpool 
Daily Post’ 


The Liverpool Daily Post car- 
ried last Friday for the first time 
a full page four-colour adver- 
tisement. With a Christmas head- 
ing and panel, a yellow back- 
ground and a surround of holly 
and figures of Father Christmas, 
it incorporated advertisements for 
16 local firms and enterprises. 

This followed a number of ex- 
perimental colour pages in early 
editions of the companion even- 
ing paper, the Liverpool Echo, in 
the last five or six years. In that 
journal early last year a number 
of editions were printed in which 
a full page reproduction was 
made in four colours from the 
16 mm. film taken on Everest. 

In last week's Daily Post 
“highly successful” advertise- 
ment the basic layout was carried 
out by the pauper. The set of four- 
colour blocks was made by the 
Palatine Engraving Co., Liver- 
pool. 

It was printed on Goss presses 
by using reversible units with 
portable colour fountains. Edi- 
tion times were brought forward 
in case of printing difficulties, but 
the run went off without a hitch, 
says the Daily Post. 

The set was run through yellow 
and blue first in that order, ex- 
perience having shown that this 
gives the brighter green, followed 
by red and black. It was not 
found necessary to bring the Pan- 
coast (a separate four-colour 
printing unit built on top of the 
line) into operation. 


oe, «~~ 


expenditure on patent medicines, 
detergents or cosmetics. 

There was Government adver- 
tising for such things as Premium 
Bonds and road safety; manufac- 
turers’ and traders’ advertising in 
trade and technical journals; 
classified advertisements; and in- 
formative expenditure on exhibi- 
tions, window displays, leaflets 
and directories. 


‘Controversial’ 


Perhaps the justification for a 
third of the total expenditure 
could not seriously be disputed, 
he argued, but it was the remain- 


ing two-thirds, about £200 
million, which was controversial. 
Among the “genuine and 


weighty” arguments in favour of 
heavy advertising. he said, was 
that it was one of the factors 
which helped to create and sus- 
tain the modern mass-production 
and mass-distribution economy. 
Mass advertising, directed to 
the creating of a mass demand, 
was an essential condition for the 
introduction and rapid spread of 
new products. Without it, the 
vacuum-cleaner, the refrigerator, 
rayon, detergents, home perms, 
and terylene would not have ex- 
panded their market so rapidly— 
“and all these represent a real 


increase in our standard of 
living.” 
Tomorrow (Saturday) Mark 


Abrams will discuss the subject 
from the consumer angle; next 
Saturday Daniel Bell, Professor 
of Sociology at Columbia Uni- 
versity, will cite American ex- 
perience when talking on the im- 
pact of advertising on society; 
and on Wednesday, December 19, 
these three speakers will meet 
with G. Vernon Nye for a joint 
discussion. 


The bottle in this By-Prox display is 
rocked by a suspended boom sensi- 
tive to draughts, vibrations and other 
minute disturbances. This is one of 
a number of point-of-sale displays 
by Anthony P. Jeffreys Ltd., who 
have taken out patents covering the 
principle. 


Change of name, 
address 


A change of name and address 
have been announced this week 
by Bennett Williams (Advertising) 
Ltd. The agency is now called 
William Furness Ltd., and its new 
headquarters are at 2 Melbourne 
Place, Bradford 5. 

The directors are as before— 


W. Furness, F. Furness, and 
R. H. Macintosh—and there 
have been no staff changes. The 


agency is now providing a TV 
service for its clients. 


Ads for book 
brochure 


To publicise a brochure list- 
ing their forthcoming religious 
books, Peter Davies Ltd. are 
taking space in the Church Times, 
Methodist Recorder, Universe, 
Catholic Herald, Christian World, 
Catholic Times, Sunday Com- 
panion, and Church Illustrated. 

The brochure, which repro- 


duces the jackets of the books 
listed, is advertised as obtainable 
from all booksellers. 


Austin Reed Lid. have opened in Manchester what they claim to be “the 


most modern man’s shop in Europe.” 


One of its features is a “daylight 


floor” which has nearly 120 feet of window to facilitate the selection of 
clothing. Here, at a party to celebrate its opening, are (left to right) Harold 
Bye, senior executive, advertisement department, “Manchester Guardian” ; 
E. G. Collins, managing director, Austin Reed Ltd.; Douglas Reed, chair- 


man, Austin Reed Litd.; 


Aubrey Viggars, 


northern editor, “Sunday 


Dispatch” ; William Thompson, northern manager, lliffe Press; and Clifford 


Bloxham, chairman, Clifford Bloxham & Partners Lid. 


Sign design 
contest judges 


are named 


Judges for the £400 Second 
Illuminated Sign Design Competi- 
tion, sponsored by the Electrical 
Sign Manufatturers’ Association, 
will be: Lord Luke, president of 
the Advertising Association; Pro- 
fessor Sir Patrick Abercrombie, 
chairman of the Council for the 
Preservation of Rural England, 
and a past president of the Town 
Planning Institute; Sir George 
Pepler, president, Town Planning 
Institute Summer School, past 
president of the Institute on two 
occasions, and formerly chief 
technical adviser to the Ministry 
of Town & Country Planning ; 
Arthur B. Hall, president of the 
British Motor Trade Association 
(to take part in judging the de- 
signs for a garage and motor 
showrooms); F. C. Woodward, 
president of the Radio & Televi- 
sion Retailers Association (to take 
part in judging the designs for a 
music, radio and TV store); and 
F. F. Newlands and K. J. Oldham, 
chairman and vice-chairman, re- 
spectively, of the Electrical Sign 
Manufacturers’ Association. 

The competition is intended to 
encourage a continual improve- 
ment in the design of illuminated 
signs. Two buildings have been 
specially drawn for the competi- 
tion by an architect. 

The buildings chosen are a gar- 
age and motor showrooms, and 
a music, radio and TV store. The 
prizes will be awarded for the 
best designs for illuminated sign 
displays for these two buildings. 

Closing date for entries is 
January 31. The prizes will be 
presented at a luncheon to be 
held at the Savoy Hotel, on 
March 12. 


Film break 


John Martin, managing direc- 
tor of Martin Films Ltd., has 
stated that his company is sever- 
ing connection with Rotherhithe 
Studios. Martin Films will 
shortly be moving back to the 
West End and will be taking over 
offices and cutting rooms in new 
premises. Mr. Martin is also 
negotiating with a studio con- 
cerning the placing of all TV and 
documentary productions. ° 


for AP journals 

A single block-booking for the 
three “Homes Group” Amalga- 
mated Press journals—‘*Woman 
and Home,” “My Home,” and 
“Wife and Home” — has been 
announced by A. W. Burnett, ad- 
vertisement director. 

The single rate for a full page 
in all three magazines is £1,000. 
Booked individually the 
pages would cost £1,060. 
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Mark Quin 


MARK QUIN 
RESIGNS 


Greenlys Ltd. have released Mark 
Quin from his appointment as man- 
aging director of the company. 
Chairman Richard Lonsdale-Hands 
said this week: “Urgent personal 
and family matters necessitate Mr. 
Quin’s presence in the United States 
for an indefinite period. He has, 
therefore, with great regret, asked 
us to release him from his contract 
with the company and we have 
agreed to this course.” 

Mr. Quin joined Greenlys in Octo- 
ber 1955, having previously been 
with J. Lyons & Co. Ltd., as head 
of advertising and publicity. 

His background comprises adver- 

tising, public relations, and jour- 
nalism. Before the war he worked 
on the Evening Standard and in 
1945 joined the reporting staff of 
the Daily Mail. In 1947 he became 
deputy director of information at 
the Integnational Wool Secretariat. 
Two years later he joined Patrick 
Dolan and Associates Ltd. 
_ Mr. Quin has taken an active 
interest in organised advertising. He 
has been a member of the IPA 
(particularly noteworthy as he took 
the examination while managing 
director of an agency); member of 
the council of the IPR and vice- 
chairman of its education com- 
mittee; member of the American 
PR Association; and member of the 
television committee of the Incor- 
porated Society of British Adver- 
tisers. 

Mr. Lonsdale-Hands said no suc- 
cessor to Mr. in would be 
appointed at Greenlys. 


Associate directors 


at Richard Potts’ 


Richard Potts and Partners Ltd. 
have announced several changes this 
week. W. H. Gough and J. W. 
Murray have both been appointed 
associate directors of the firm. Be- 
fore Mr. Gough joined Potts three 
years ago he was for 27 years with 
Samson Clark & Co. Ltd. Mr. 
Murray, for 22 years an advertising 
man, joined Richard Potts 10 years 
ago after six years’ war service with 
the Royal Navy. 

A newcomer is John K. Gardiner, 
formerly a visualiser with Dorland 
Advertising Ltd. and Saward. Baker 
Ltd. He joined Potts this week in 
- executive capacity on the creative 
side. 


A. H. Du Verger 


J. P. Higgins 


W. T. T. Howgate 


|News About '?4 


As a result of further reorganisa- 
tion of Ford's tractor division. the 
functions of advertising and sales 
promotion have been combined. 
The manager of the new department, 
located at Dagenham, is J. P. 
Higgins, whe has been with Ford 
Motor Co. Ltd. for 26 years. The 
duty of supervisor advertising will 
be undertaken by R. D. Sanderson 
(until recently with the David 
Brown Organisation), and of super- 
visor sales promotion by J. P. For- 
syth, who joined Ford Dagenham as 
a trainee in 1948. 

* * *x 

Sinclair Wood has been appointed 
to represent the Institute of Practi- 
tioners in Advertising on the 
executive committee of the British 
National Committee of the Inter- 
national Chamber of Commerce. 

* . 

J. P. O’Connor, director of the 
Institute of Practitioners in Adver- 
tising, has been elected a Fellow of 
the Chartered Institute of Secre- 


At a party given by Gerard Holds- 
worth (left), managing director of 
Rank Screen Services, in honour of 
Sydney Shurman, who is relinquish- 
ing his directorship at the end of 
the year, Mr. Shurman gave Mr. 
Holdsworth a leather travelling dress 
case as a farewell present. Among 
the guests were Joe Caverson, buying 
manager, and Melville Faber, assis- 
tant buying manager, who have also 
resigned from the company. 


tf 


Pearl & Dean group 


Ernest Pearl, chairman of the 
Pearl and Dean group of companies. 
has announced the appointment of 
A. H. Du Verger as group adver- 
tising and public relations manager. 
Mr. Du Verger was formerly with 
S. Smith & Sons Ltd., as their export 
advertising manager. Before that 
he was a senior account executive 
with Colman, Prentis & Varley Ex- 
port Ltd. 

* * * 


New officers of the Indian and 
Eastern Newspaper Society are: 
president, Sir Stanley Reed; chair- 
man, H. H. Beanett; vice-chairmen, 
Dr. Basu and Mr. Malfin; hon. 
secretary, Jo. Henry Biichi; hon 
treasurer, J. K. Cowley; hon 
auditor, M. L. V. Malfin. Execu- 
tive: D. Shaw, M. E. Netscher, 
H. W. Andreae, C. Tharoor, and 
M. L. V. Malfin. 


J. Hargreaves joins 
the board 


New appointment to the board 
of TV Advertising Ltd. is that of 
J. Hargreaves, who becomes creative 
director with planning and produc- 
tion responsibilities. He succeeds 
Monja Danischewsky, who has re- 
signed in order to fulfil feature film 
production commitments. After pre- 


* war agency and film experience Mr. 


Hargreaves became a managing 
editor of Hulton Press Ltd. for six 
years before becoming programme 
"ae to Associated-Rediffusion 
td. 


* * * 


The recruitment and _ training 
committee of the Institute of Prac- 
titioners in Advertising held its first 
meeting recently. Its members are 
P. L. Stobo (chairman), A. O. Buck- 
ingham, A. Carrick Smith, 
R. D. L. Dutton. P. M. Edeell, 
Walter Graebner, Roy Hale, Ashley 
Havinden, C. A. Jackson, W. E. 
McKeachie, A. P. Mitchell-Innes, 
D. B. Newcomb, F. A. Nicholson, 
J. McL. Paterson. W. T. Stevens, 
and J. G. Wynne-Williams. 


W. H. Gough 


DeceMBER 7, 1956 


J. W. Murray 


Hill & Howgate 


promotions 


The following changes in repre- 
sentation have been announced by 
Westminster Press Provincial News- 
papers Ltd.: G. D. Hill has been 
appointed London advertisement 
manager of the Evening Advertiser 
(Swindon) and will take up his duties 
at the beginning of January. His 
place as London advertisement man- 
ager of Northumberland Gazette, 
Blyth News Ashington Post, Durham 
County Advertiser Series, Darlington 
& Stockton Times and the Wallsend 
News has been taken by W. T. T. 
Howgate, previously Newcastle 
representative for the Northern 
Press Ltd., one of the wholly owned 
subsidiaries of Westminster Press. 

*x * * 

Maureen Clark has joined the 
copy department of Gee Advertising 
Lid.. of Leeds. Miss Clarke, a 
Canaan, arrived in this country 
two months ago from Edmonton. 
Alberta, where she was radio-TV 
director at the J. J. Gibbons Adver 
tising Agency. 

* a * 

Myra Hudson of Link Informa- 
tion Services Ltd. has married Bob 
Wright, chief visualiser for A. N. 
Holden & Co. Ltd. Miss Hudson 
plans to continue working for LIS 
where she is an assistant public 
relations officer. 

* 


* 7 
D. Thornton has icft Renown 
Pictures, where he was director of 
publicity. D. Mowforth, who was 
previously director of publicity at 
Monarch Pictures, has succeeded 
him, 


OBITUARY 
Sir A. Hudson 


Sir Austin Hudson, chairman of 
Morgan Brothers Ltd., and Con- 
servative MP for North Lewisham, 
died on Thursday of last week. 
He was 59. Sir Austin was a 
aoe of Septimus Vaughan 

organ, one of the founders of the 
Chemist and Druggist and _ the 
Ironmonger. He first became a 
director of the company in 1920, but 
in 1931 he left the board to follow 
a political career. He resumed his 
directorship in 1942 and in that year 
was made a Baronet. 

He became chairman of the com- 
pany in April of this year. The 
funeral service was held at Golders 
Green Crematorium last Monday. 
He leaves a widow. 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


67,254 


London Representative: Mrs. K. D. FALKNER 
Copies 
Weekly 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
el. Fleet Street 9353 
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First report in IPA ‘continuity’ survey 


period—*“when was the last time 
you read . 

One point ‘of difference with 
1954 was derived from recent 
experimental work commissioned 
by the IPA. Whereas in 1954 
daily papers were always asked 
about first in every interview, 
followed by Sunday papers and 
magazines in that order, in 1956 
the order of the groups of 
publications was varied, so that 
in some interviews the Sunday 
papers were asked about first and 
in others the magazines. 

Eighty-eight investigators and 
six supervisors were used at one 
time or another during the first 
six months’ fieldwork. A series 
of briefing conferences was held, 
and interviewers had an oppor- 
tunity to take preliminary trial 
interviews to accustom themselves 
to the questionnaire. 

More than one interview in ten 
was checked, either by a later 
recall by a supervisor, or by the 
supervisor actually being present 
at the interview. 

A preface on “Notes on the 
First Report” reveals that inter- 
views were taken with 9,489 
electors and 845 non-electors, 
making 10.334 in total. 

In considering success rates, 
these two groups were considered 


CHANGES IN 
INTERVIEWING 
TECHNIQUE 


separately. This table sets out 
the results of attempted inter- 
views with the sample of elec- 
tors: 


Total names issued 12,160 
Less Moved or 
away ... Ree ip 
Dead Ba 195 
Premises em pty 
(demolished) ... 242 
Not known at 
address given 116 
—— 1,332 
Effective names on list 10,828 
Less Sick, deaf, 
senile, etc ... 206 
Information _re- 
fused ... ... 678 
Out, three or 
more calls_ ... 424 
M iscel] aneous 
reasons for not 
contacting ae 
— 1,339 
Successful interviews 
with electors 9,489 


This gives a success rate of 87 


THE SOCIAL GROUPS 
Tables in the survey give readership by social group. These 
definitions of social groups are given: 
Head of household 
Grade Social Status — ~ - 
ncome 
Occupation likely to be 


A | Upper middle 
| class 


Higher managerial, adminis- 
trative or professional 


| 
| 
} 
| 
| 


| £1,500 a year 
and over 


- 
& | B | Middle class Intermediate managerial, ad- | £750—£1,500 
= | ministrative or professional | 
& — 
7. 
cl | haeer middle Supervisory or clerical and | Under £750 
class junior managerial, adminis- 
trative or professional 
| 
=e | 
C2 | Skilled working | Skilled manual workers Over £10 a 
on | Class week 
i | 
= Wee, 
“ | D | Working class | Semi and unskilled manual | £5—£10 a 
| workers week 
ws | 
Ss E | Those at lowest | State pensioners or widows | Less than £5 a 


f levels of sub- 


e 

a . 

Ss § sistence 
Zz 


(no other earner) casual or week 
lowest grade of workers 


per cent of the effective names 
and addresses provided for in- 
vestigators. 

In a comment on the survey, 
Professor Kendall says that the 
design of the inquiry, in his 
opinion, was “entirely satisfac- 
tory.” 

“In broad outline it followed 
principles which are now gener- 
ally accepted as the best for 
obtaining a representative sample. 
Several improvements were intro- 
duced into the design as used in 
the 1954 survey in order to im- 
prove its efficiency and these 
seem to have justified themselves. 

“Where comparisons can be 
made with known figures for the 
population as a _ whole, for 
example with reference to age- 
constitution, sex, and urban 
versus rural dwelling, the agree- 
ment is good. 


Few ‘young people’ 

“In only one respect do I find 
a point for further inquiry: the 
number of ‘young people,’ namely 
persons from 16 to 21 years of 
age, found in households was sub- 
stantially lower than those known, 
from census figures, to exist. This 
was also found in the 1954 survey 
and is, I believe, a common ex- 
perience in social surveys. 

“The shortage cannot entirely 
be explained by absences on 
military servicc. It appears that 
more of these young folk than 
was realised may be living away 
from home (e.g., in schools, col- 
leges or other institutions). 

“The shortage can be (and has 
been) allowed for by re-weighting 
in the construction of the final 
figures. Im any case, as it was 
also found in the 1954 survey, and 
as the young folk are not a very 
large part of the community, this 
effect cannot, in my opinion, 
account for differences between 
1954 and 1956. 

“My general conclusion is that, 
so far as the design and execution 
of the sampling is concerned, the 
inquiry has been satisfactorily 
carried out and that the results, 
within the necessary limits of 
sampling error, are accurate in 
the sense that a representative 
section of the community has 
been contacted.” 

At the back of the survey are 
appendices on the Sampling Plan: 
details of the questionnaire used; 
and a map of the 12 interviewing 
areas from which the 160 selected 
constituents were taken. 


See Comment—page 16 


THEY DID 
THE WORK 


The agency appointed to carry 
out the detailed planning of the 
survey and the presentation of the 
report was London Press Ex- 
change Ltd., acting as agents 
of the Institute of Practitioners 
in Advertising. London Press 
Exchange appointed its own sub- 
sidiary company, Research Ser- 
vices Ltd., to carry out the field- 
work and tabulation. 

These two agencies were re- 
sponsible to a controlling com- 
mittee under the chairmanship of 


Lt. Col. Alan M. Wilkinson, 
president of the Institute. 
Other members were: the 


senior vice-president of the Insti- 
tute, Hubert A. Oughton; the 
chairman of the Institute’s re- 
search committee, D. A. Bain; 
the media adviser to the Institute's 
research committee, B. D. Cop- 
land; Major G. Harrison; Pro- 
fessor Kendall ; Sir W. H. Peat. 
senior partner of Peat, Marwick 
Mitchell & Co., auditors to the 
Institute; Col. G. Warden; and 
the director of the Institute, J. P. 
O'Connor. Secretary was the 
research officer of the Institute, 
G. Ivan Gale. 

In the survey the Institute ac- 
knowledges its “great indebted- 
ness” to the publishers of news- 
papers and magazines whose 
financial contributions have made 
the preparation of the survey 
possible. 

The Institute also acknowledges 
the assistance of the advisory 
committee which was set up by 
the contributors to advise on 
matters of presentation and 
distribution. 


Conurbations 


The 8 major conurbations men- 
tioned in the survey are Central 
Clydeside, Tyneside, West York- 
Shire, South East Lancashire, 
Merseyside, West Midlands, and 
Greater London, all of them as 
defined by the Registrar General. 
The eighth conurbation is South 
Wales. This consists of the whole 
County of Glamorgan and New- 
port C.B., Llanelly M.B., Aber- 
carn U.D., Abertillery U.D., Bed- 
was and Machen U.D., Bedwellty 
U.D., Brynmawr U.D., Caerleon 
U.D., Cwmbran U.D., Ebbw Vale 
U.D., Mynyddislwyn U.D., 
Nantyglo and _ Blaina_ U.D., 
Rhymney U.D., Risca U.D., 
Tredegar U.D., and Maga and St. 
Mellons R.D. 
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York is a prosperous city at 
the heart of a prosperous region. 


Its cash registers ring up a 

total of £15,000,000 annually. 

This expenditure represents the comfortable 
standard of living of its 106,500 inhabitants— 
a community with money to spend. 


Your cash will register good results in this area 

if you advertise in “The Yorkshire Evening Press’’. 

It is York’s own newspaper, the only daily 

published in the City. Its sale in York is greater 

than the number of houses in the City—91% of it 
home-delivered—and a third of its circulation of 56,748 
goes into the surrounding districts in the three Ridings. 


In York and these districts there Is a 

ready market for luxury goods as 

well as all the necessities of life. 

“The Yorkshire Evening Press” will take 

your message into these homes through the 
columns of the newspaper that is so widely read 
and trusted by its well-to-do readership: 


YORR’S OWN NEWSPAPER: 56,748 A. B. C. 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


: 
ee | 
Gowrhcash registers | 
o 
7 
ee 
: 
» Lib 
The f ¥orkshi 
‘ Bie Apes Se 
vening@ =r ress 
ee 
: ee 


ADVERTISER'S WEEKLY 


12 


16 AWARDS IN DPSPA 
COMPETITIONS 


Four for non-members 


A new section—for merchandise counter dispensers—brings 
the number of trophies and awards in the Display Producers’ 
and Screen Printers’ Association competitions up to 16. 


The number of competitions 
open to all display and screen 
printing firms, whether members 
of the Association or not, has 
been increased to four. 

The various sections covered by 
the competitions are: multiple 
displays and sales aids (four 
awards), merchandise counter dis- 
pensers, solus displays and ex- 
hibition stands, mechanised 
screen printing, non-mechanised 


14 inches 


This counter-display unit, 
high, and printed in yellow, blue and 
black to match their carton colour 


scheme, has been introduced by 

Woodwards Seeds Ltd., to give 

point-of sale attention to their new 
budgerigar mixture, Tweet. 


In irantiandil PR 
brochures out 


Brochures describing the con- 
stitution, history, policy and pur- 


pose, and giving membership 
information about the  Inter- 
national Public Relations 


Association, and also application 
forms, are now available. 

They may be obtained from T. 
Fife Clark (director general, 
Central Office of Information, 
Norgeby House, Baker Street, 
London) who is president of the 
IPRA, or from T. H. Traverse- 


Healy, hon. secretary and 
treasurer (25 Savile Row, 
London). 

Chairman of IPRA is Odd 


Medboe (Norway), and the vice- 
chairmen are Richard Hall (USA) 
and Jean Choppin de Janvry 
(France). 


screen printing (two awards), 
posters, transfers, cinema adver- 
tising, novel uses of screen print- 
ing, screen printing champion- 
ship, and designs (two awards). 

Last day for on of entries 
is January 21, 1957. 


The neds a8 awards will 
be presented at a DPSPA 
luncheon at the Park Lane Hotel 
on Tuesday, February 12. 


TV ads must be 
e . 9 
‘intimate 

“Television is intimate and per- 
sonal, and advertising on 
must be intimate also.” This ad- 
vice is given by the Australian 
Association of Advertising Agen- 
cies in its latest technical publi- 
cation, The Advertising Agency 
and the Television Commercial. 

It states: “There sits the family 
round the TV set. You're trying 
to sell Dad a new car, and there 
he is—relaxed. Maybe he’s got 
his shoes off . . . almost certainly, 
if he smokes he has a cigarette in 
his hand. He’s had a busy day. 

“Don’t throw the new car at 
him . . . don’t blatantly hit him 
over the head with fancy film 
technique. Just show him the car 
and explain its benefits, one after 
the other. 

“Remember that you've been 
invited into the living room, to 
join the family circle. Behave as 
you would like your guests to be- 
have. 

“This doesn’t mean soft pedal 
on the sell, it does mean sell on 
an intimate and Personal basis. r 


This 


for general use 
builders’ merchants’ showrooms, has 


display, in 


been designed to give all-round 
vision of a tap fitting. The wording 
seen on the display is repeated on 
the reverse side. Finished in three 
colours, matt red, black, white, the 
display stands approximately ten 
inches high. It has been designed by 
Peter J. Dixon for the Barking 
Brassware Co., Ltd., and produced 
by Art Display Services Ltd. 


PMG responsible for 


Government publicity 


Dr. Charles Hill, Postmaster- 
General, has been made respon- 
sible within the Government for 
co-ordinating Government pub- 
licity. He will continue as Post- 
master-General, and his selection 
for the publicity task does not 
mean any interference with the 
normal public relations system of 
the Government, it is understood. 
In particular, he will not handle 
Foreign Office affairs. 


Chatibiaiin rush 


Some departments did more 
trade in the month before 
Christmas than they did in the 
remaining eleven, G. R. Hirst, 
general manager and resident 
director of Lewis’s (Royal Poly- 
technic) Ltd., Glasgow, told the 
Incorporated Sales Managers’ 
Association in Glasgow. 


‘All ad men dunia learn to sell’ 


L. M. Masius, chairman of 
Masius & Fergusson Ltd., stressed 
the need for salesmanship in 
advertising, at a Society of 
Diploma Members of the Adyer- 
tising Association dinner meet- 
ing. 

Advertising had an important 
place in modern commerce, he 
said; it was the salesman for 
business—all business—and there- 
fore it had to act like a salesman 
—‘“in a businesslike manner.” 
He would like to see that every- 


one in advertising knew how to 
sell, and he recommended the 
“enthusiastic advertising man” to 
spend some of his spare time as a 
Sales assistant in a local shop or 
store. 

“That way he will make a 
realistic approach to many adver- 
tising problems, learn priceless 
lessons from his own observations 
from behind the counter, and, 
equally important, see how the 
retailer himself works,” said Mr. 
Masius. 
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Salesmen on 
London 
study course 


Sales executives from a number 
of firms went to “school” again 
at a week-end planning group 
held at the Public Schools Club, 
London. 

“How to Supervise and Control 
the Sales Force” dealt with many 
aspects of the sales manager's 


job, and there were group plan- 
ning periods set aside for 
members to discuss informally 


mutual problems and exchange 
experiences. 

The course was sponsored by 
the Leicester firm of Sales 
Consultants Ltd., in association 
with W. F. H. Geffers, managing 
director of Courtney Dacre Ltd., 
who gave several of the lectures. 


Study task 


The case members studied was 
that of a medium-sized company 
—of which they were the sales 
manager—who had recently re- 
cruited three new salesmen to 
open new accounts and develop 
existing contacts with the retail 
and industrial trades. 

The task of the course was to 
lay down the programme for 
supervising and controlling the 


complete sales force of nine 
men. 
Lectures dealing with the 


formulating of a plan to super- 
vise the work of the sales force, 
controlling the sales force from 
the sales manager's desk, plan- 
ning salesmen’s calls for profit- 
able exploitation of the market, 
and training the salesmen for 
maximum sales effort, were given 
by Mr. Geffers, A. L. J 
governing director of 
Consultants Ltd., and his co- 
director, G. C. Leich. 


Management key 


Introducing the executives to 
the course, Mr. Jackson said the 
key to a company’s success or 
failure lies primarily in its man- 
agement, and the main part of 
management is concerned quite 
simply with getting things done 
more and more efficiently. 

“The flash of genius and the 
inspired guess provide an occa- 
sional boost, but it is the con- 
tinuous improvement of the 
men who do the job and the way 
the job is done which builds a 
business. Without it, genius and 
inspiration go unrewarded.” 

Among the firms represented 
at the course were sales execu- 
tives from Courtaulds Ltd., 
Wolf Electric Tools Ltd., Tecale- 
mit Ltd., P. B. Cow & Co. Ltd., 
= the J. Walter Thompson Co. 

td. 


8000 Buses 


serving 25 million 


population 


B.E.T. 


BUS ADVERTISING 


ADVERTISING DEPT. B.£.T. FEDERATION LTD.STRATTON HOUSE. PICCADILLY, LONDON, W.I. 


carrying 


1700,000,000 
passengers a year 
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The Daily Celegraph 


The quality paper with 


over 


a million sale 


* * * 


NOVEMBER, 1956 
1,089,564 COPIES DAILY 


AN INCREASE OF 


29.588 


OVER NOVEMBER, 1955 


* * * 


THE PAPER PEOPLE TRUST 
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ADVERTISER’S WEEKLY 
Manchester 


HOPES FOR 
CONTEST 


At a council meeting of the Man- 
chester Publicity Association mem- 
bers of the council were invited to 
undertake duties as follows: A. R. 

Fasham, confidential employment 
rs education officer; W. E. Hill, 
exhibition committee ; David Wicks, 
public speaking course; D. Buck- 
land Smith, press and publicity; 


Club News 


Frank Hayes, social; R. Highland 
Longden, club development ; R. A. 
Howat, membership badges; David 
Kitching, speakers for advertising ; 
and Keith Sykes, MPA Players. 

Mr. Wicks gave a summary of the 
public speaking course, which was 
now being attended by 18 members. 
He said that it was really up to 
members of the class to decide 
whether they wished to take part in 
the National Public Speaking Con- 
test, but he was hoping that the 
MPA would enter. 


Berks and Bucks 


‘ITV caters for 
public taste’ 


Addressing a meeting of the Berks 
and Bucks Publicity Association 
H. F. Chilton, Horlicks  Ltd., 
answered criticisms of programme 
content by pointing out that com- 
mercial TV was not meant to alter 
public taste, but to cater for it. 

The programme contractors had 
done an excellent job, he said, and 
ought to be congratulated on the 
way they had helped to establish 
close co-operation between them- 
selves, the advertisers and agents. 

Anybody who still doubted the 
selling power of the medium should 
examine the design of the commer- 
cials used. 


Piper MacDonald has a joke with members of the Regent — ; 
Club who crowded round after some pipe music during their first Ceilidh. 


Special events included a display of 
tion. The evening was organised 


committee, seen here second from left. 


Nottingham 
Hazards of TV 


research 


Sales effectiveness in TV commer- 
cials seldom had any connection 
with the copy points viewers said 
they remembered, Eric Boden, 
managing director of Schwerin 
Research, told members of the 
Nottingham Publicity Club. 

Reviewing his firm’s 18 months’ 
TV research in Britain, he outlined 
the hazards of basing campaigns on 
sales points which might be easy to 
remember but which might be 
worthless in creating a desire for the 
product. 

“The success of the best British 
commercials we have tested objec- 
tively,” said Mr. Boden, “has rarely 
been traced to the kind of appeals 
which viewers can describe in words. 
Promises of romance, self-confi- 
dence, social prestige, pleasure, etc., 
are things that really motivate 
people but which they can hardly 
ever freely admit.” 
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Advertising 


Scottish dancing and a tartan competi- 
by Mrs. arter, of the social 


(Photo: “The Scotsman."’) 


Glasgow 
Opportunities in 
advertising 


Sir Thomas Lipton, the millionaire 
grocer who started business in a 
small shop in Glasgow's Gorbals 
district, spent a lot of money on 
public relations, although it was not 
known as that in those days. Ex- 
plaining this to Glasgow Publicity 
Club, Harold E. Boulter said he 
doubted whether there was anyone 
who spent so much on advertising. 

Sir Thomas gained much from 
advertising. He employed an ex- 
perienced journalist to keep his 
name before the public, and as a 
result much of his morning mail 
consisted of press cuttings, Like 
most advertisers, Sir Thomas was a 
glutton for work. 

Mr. Boulter said there were still 
great opportunities for youth in 
advertising. So long as machines 
produce goods, so long will those 
opportunities continue, he added. 


Monday, December 10 

SELF-SERVICE DEVELOPMENT ASSOCIA- 
TION. Meeting Management 
House, 8, Hill Street, W.1. 7 p.m 


PUBLICITY CLUB OF LONDON. Meet- 
ing. Malcolm Muggeridge. Waldorf 
Hotel. 6 for 6.15 p.m 

PUBLICITY CLUB OF GLASGOW. Even- 
ing Section. Film show. Rowan's 
Smokeroom. 7.30 p.m 

Tuesday, December 11 

CURSITOR STREET CHRISTMAS LUN- 
CHEON. Monico Restaurant. 12 for 


1 p.m. 


PUBLICITY CLUB OF NOTTINGHAM 


Inter-Brains Trust With Notts 
Branch ISMA Five Ways Hotel 
Valley Road. 7.30 p.m. 

REGENT ADVERTISING CLUB. Lecture 
Ralph Palmer. 6.30 p.m. 
WOMEN’S ADVERTISING CLUB OF 
LONDON. Christmas Dinner. Moran 
Caplat. Trocadero. 


AD MAN’S DIARY 


Wednesday, December 12 

PRESS GOLFING SOCIETY Ninth 

Annual Dinner. Press Club, E.C.4 

6.30 for 7 p.m. 

INCORPORATED ADVERTISING MANA- 

GERS’ ASSOCIATION. Meeting. Sir 

Miles Thomas and Harold Wincott. 

Monsanto House, Victoria Street, 
W.1. 5.45 for 6.30 p.m 


PUBLICITY CLUB OF SHEFFIELD 
Luncheon meeting. Gecffrey 
Howard. Grand Hotel. 12.30 for 
1 p.m. 


BRITISH SALES PROMOTION ASSOCIA- 


TION. Meeting. Dennis Clive. Man- 
agement House, Hill Street, W.1 
6.30 p.m 


SOCIETY OF DIPLOMA MEMBERS OF THE 
ADVERTISING ASSOCIATION (North- 
West Branch). Meeting. L. Hosker 
At John Newton Ltd. 6.45 p.m. 


Thursday, December 13 
INSTITUTE OF PRACTITIONERS IN AD- 


VERTISING. Discussion Group Meet- 
ing. Belgrave Square, S.W.1. 
PUBLICITY CLUB OF LEEDS. 
Meeting A. 
Northern Hotel 


_ Luncheon 
McLoughlin. Great 


Friday, December 14 


PUBLICITY CLUB OOF 
Forum. Adult 
Belvoir Street 


PUBLICITY CLUB OF THE COTSWOLDS 
Skittles Evening. Norwood Arms. 
Cheltenham. 7.15 p.m 

BRITISH INSTITUTE OF MANAGEMENT. 
GLASGOW & WEST OF SCOTLAND 
MANAGEMENT ASSOCIATION. Meeting 
A. Mackenzie Parkinson and Harold 


LEICESTER 
Educaticn Centre 


B. Pearson St. Enoch Hotel, 
Glasgow 7.15 p.m 
DISPLAY PRODUCERS & SCREEN 


PRINTERS’ ASSOCIATION. Ladies’ Night 
Park Lane Hotel. 7.15 for 8 p.m. 


METALWORK 


DISPLAY*®GILKSGECREENPFEXHIBITIONS & 


MERCURY DISPLAYS 70 


EASTWOOD STREETS W'I6 
* MODELLING 


“PLASTER CASTING 


PERS PEX 
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‘STOP SALES DROP’ 
‘Uniform’ shoe 


ad policy 
is urged 


A plea urging the footwear 
industry to take a more national 
view on publicity was made 
recently by the Leather Trades’ 
Review in a leading article. It 
asked the footwear industry to 
launch a national advertising 
campaign to halt * ‘shrinkage in 
public spending on shoes.” 

A similar appeal was made at 

a leather trade dinner by R. G. 
| Romerny director of the Leather 
Institute, on the same evening as 
the article went to press. 

Both the Leather 
Review and Mr. 
out that, despite the fact that 
footwear manufacturers indivi- 
dually spent more on advertising 
in 1955, sales of shoes to the 
public had decreased. 


* Umbrella’ scheme 


Mr. Bowey called upon foot- 
wear concerns which advertised 
direct to the public, to devote 
three or four per cent of their 
appropriations to an “umbrella” 
scheme to increase public spend- 
ing on shoes. 

He said that if these shoe 
firms would all include in their 
advertising some uniform copy 
angle, he was sure the result 
would be to bring more business 
to their shops and, at the same 
time, give their suppliers— 
tanners, merchants, manufac- 
turers and repairers—that greater 
scope for trading “in which they 
can all work busily, usefully and 


profitably.” 

“sa venture to say,” added Mr. 
Bowey, “that such a lead would 
bring ‘ready support.” 


Trades’ 
Bowey pointed 


ISMA discussion on 


U.S. case story 


Under the direction of F. A. 
Russell, a director of Lankro 
Chemicals Ltd., members of the 
Manchester branch of the Incor- 
porated Sales Managers Associa- 
tion took part in a discussion on 
a marketing case study set by 
Harvard University’s Business 
School. 

The case study under discussion 
dealt with the distributive policy 
of a New Jersey tea company, 
and Derek Roe expressed sur- 


prise that “advertising is dis- 
missed in a line.” 
Advertising, Mr. Roe empha- 


sised, could make the biggest 
contribution towards solving the 
firm’s problems. 


STReatham 
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The Largest 


Field Force in Britain 


During the last four years Circular Distributors 
has grown so that it is now the largest 
organisation of its kind in Britain and in fact, 
we believe, in the world. 

The organisation retains a field staff of over 
900 teams each consisting of 5 people, four 
women distributors in uniform and a supervisor 
with acar. Our average weekly payroll for field 
staff is about 3,500 people per week. We 
employ a permanent staff of over 60 inspectors 
stationed in all parts of the country. They are 
in constant touch with the teams employed in 
each area. 

We give away an average of over | million 
units of samples and literature a day and at peak 
periods we distribute some 2 millionaday. The 
organisation is employed by many of the largest 
advertisers in the country as well as smaller 
advertisers. The rapid growth of the organisa- 
tion proves its efficiency and, which is equally 
important, the great value of house-to-house 
contact for producing increases in commodity 
sales. Advertisers who used our services 
initially on a small scale now use us on a much 
larger scale because of the extremely good 
results obtained. For the first six months of 
1957 we are heavily booked. Advertisers who 
are considering using our services are, therefore, 
advised to make early application. 


Continental Distribution 
In many continental countries, house-to-house 
distribution is carried out by the Post Office 


with a varying degree of efficiency. We can 
offer distribution facilities—on similar lines to 
those in Britain—in Germany, where we have 
our own offices operating with an associated 
company, and in Belgium and Holland, where 
we have working arrangements. 


Supplementary Field Force in Great Britain 
We are often asked if we can provide staff in 
various parts of the country for occasional use. 
We are now developing and will shortly have 
complete, a secondary field force for this 
purpose. It will be ready in the early part of 
1957 and we shall be able to offer about 1,000 
good-class men and women with and without 
cars. They can be employed on a weekly basis 
for a variety of work such as: 


1 Cinema commercial film inspection. 
Also poster inspection. 


2 Research investigation. 


Obtaining quick window and counter dis- 
play amongst retailers. 


Retail selling on a temporary basis and 
a variety of other purposes. 


Circular Distributors can offer other unique 
advantages. We own the most up-to-date set 
of maps of towns in Britain. They are 6” scale 
maps and record the location of all new 
property—a record which not even Government 


Departments possess. 


PETROL RATIONING 


While Petrol Rationing remains in force, 
staff with cars will not be available. 


CIRCULAR DISTRIBUTORS LIMITED 
54 Great Marlborough Street, London, W.! 
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CO} MEW 


THE ABSENT 
AGE GROUP 


The latest National Readership 
Survey, published yesterday 
(Thursday) by the Institute of 
Practitioners in Advertising, 
differs sharply from the first, 
1954 edition, in that it is based 
on a comparatively -small 
sample and provides initially 
only the basic information. 

The critics will say that just 
under 10,000 interviews were 
too few on which to prepare 
the tabulations. They would 
have preferred to wait for the 
other 6,000 interviews which 


will be incorporated in the Feb- 
ruary follow-up. 
Theoretically, there may be 


something in what they say, but 
for practical reasons the IPA 
is right to publish now. Already 
there has been too much delay 
owing to the newspaper stop- 
page and late completion of the 
electoral register. 


New approach 


The really important feature of 
the survey is that it is to be 
continuous. F!esh will be put on 
to the skeleton with the addi- 
tion of profiles in a few weeks’ 
time, duplication tables and 
more results from additional 
samples in the New Year. 

This new approach should be 
welcomed by all who have to 
measure media values. A 
regular flow of up-to-date infor- 
mation is essential to accurate 
assessment, 

The importance of a continuous 
and deeper probing into read- 
ing habits is emphasised by one 
remarkable feature of the 
survey. 


Where are they? 


Professor M. G. Kendall, who 
designed the sampling plan, 
draws attention to the fact that 
“the number of young people 
(16-21) found in homes visited 
was lower than census figures 
show.” This, he said, could 
not be accounted for by the 
numbers in the Forces. 

Where are the young folk? In 
institutions, hostels, or just 
living in rooms of their own ? 

If this is a movement of popula- 
tion which is not yet properly 
understood, research should be 
instituted. 


For, as screen 
advertising interests have 
recently demonstrated, the 


young people’s market is one to 
be cultivated. 
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Was this good enough for ‘Punch,’ 


Malcolm ? 


i an amazing issue of 

Punch—the nearest ap- 
proach to Razzle since the war 
—advertising gets a fair work- 
ing over in the Muggeridge 
manner. . 

An article by Elkan Allan gives 
Notes for Young Copywriters 
and offence to some of the more 
serious-minded characters at the 
Institute of Practitioners in Ad- 
Vertising. 

Are advertising men too thin- 
skinned? Should they not laugh 
rather than cry when even nasty 
fun is poked at their profession? 

One answer is that it is not 
always easy to chortle at oneself 
when a business which is sub- 
jected to severe criticism by most 
economists and many politicians 
is held up to ridicule, if not con- 
tempt, bY journalists who depend 
upon it for their income. 

Mr. Allan, whose beard may be 
seen occasionally on commercial 
television, advises young copy- 
writers that all ads must contain 
“the pictorial representation of 
a nubile young woman” and that 
“all young women must expose 
the maximum area of breast.” 

Just as Mr. Allan is confusing 
his agency departments, so is Mr. 
Punch changing his character. It 
will be interesting to observe how 
its advertisement department will 
react if the agencies accept the 
jocular advice of its editorial 
columns and turn in ads full of 
“bubs and bottoms” which some 
discriminating publications might 
reject on the grounds of poor 
taste. 


ADVERTISING PAYS 


AST week we reported the 

revenue figures for Beaver- 

brook Newspapers. Look at them 
again: 

Paid by the public for news- 
papers, £13,448,000, less discounts 
to newsagents, £4,654,000, leaving 
a net income to the papers of 
£8,800,000, 

Paid by advertisers for space: 
£11,049,000, less discounts to ad- 
vertising agencies, £1,545,000, 
leaving net revenue from adver- 
tisers of £9,504,000. 

If advertising were cut out they 
would have to charge the public 
more than twice the present price 
of papers to break even. 

It would be interesting to see 
comparable figures for magazines 
and the provincial press. 


| si ten, Jonee—you"ve 
blushing!” 


COMING UNSTUCK 


J hae poster men of Britain 
may, for a change, be glad 
that they are not in business in 
Italy! 

The land of sunshine (they 
claim) and spaghetti is making 
difficulties for the outdoor indus- 
try. Agreement has been reached 
among the motor and tyre manu- 
facturers there “to cease using 
roadside hoardings as from the 
end of the year.” 

The advertising manager of 
Pirelli Ltd. says: “In taking this 
initiative, the participants have 
appreciably contributed towards 
both the greater safety of traffic 
and better care of the country- 
side. It is to be hoped that the 
excellent example set by the 
Italian motor industry will be fol- 


lowed also by other industries.” 
He thinks “British tourists will 

note this with pleasure.” Unless, 

of course, they are poster men. 


THE GREAT SHUT-DOWN 


haar monthly Institute. Infor- 
mation, published by the 
Institute of Practitioners in Ad- 
vertising for members only states: 
“Enquiries show that most 
member-agencies are closing 
for the Christmas holiday on 
Friday afternoon, December 
21, and re-opening on Thurs- 
day morning, December 27. 
“The Electrotyping & Stereo- 
typing Employers’ Federation 
states that its members have 
decided to close their foundries 
on the Friday night until the 
following Thursday morning. 
It is expected that a similar 
arrangement will apply to all 
members who operate a trade 
advertisement typesetting de- 
partment.” 
Christmas Day 
Christmas Week. Bad for busi- 
ness? Who can say, when the 
seasonal advertising parties start 
in November. 


is becoming 


HE KNOWS, YOU KNOW 


T last he’s arrived! The man 
we've all been looking for: 
A US expert, speaking to 

a Canadian audience, has 

claimed that he can measure 

accurately an ad's appeal 
before it appears. 

The great news is given in an 
article in The Director entitled: 
What Makes a Good Advertise- 
ment? 


TOMORROWS TOPICS 


© Petrol advertisers are not the 
only ones affected by Suez. 
Others are reviewing appropria- 
tions, too. But usually accurate 
forecasters say 1957 will de- 
velop as another good year 
after a cautious start. 


@In America now and expected 
here in due course, Coca-Cola 
in family-size bottles. 


@ Some very big advertisers are 
planning to spend more money 
in fewer media next year, Com- 
mercial television and screen 
advertising will benefit. 

@ A ready-to-use fondant icing is 
to be introduced in the Viota 
range. It will be packed in 


polythene bags and the sug- 
gested price is 84d. Strong ad- 
vertising support is expected. 


PUBLICITAS 


® Details will be given next week 
of a special Martini and Rossi 


big spaces will be treated in an 
unusual way.” 


@A big London agency with 
American connections is plan- 
ning to spend 75 per cent of the 
consumer goods appropriations 
it handles on TV in the next 12 
months. 


@A leading agency is to reor- 
ganise its PR set-up. PR 
executives will be assigned to 
groups of advertising accounts 
instead of functioning as a 
separate department. 


ROUND TABLE 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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Changing her mind: 


AN 
ADVERTISER’S 
PRIVILEGE 


The fickleness of women is the ad- 
vertiser’s opportunity. But to change 
a woman’s mind, you have to get 
into it. The Reader’s Digest is your 
way into the minds of weil over two 
million women—women who are 
prepared to read what you have to 
say to them. 

Altogether, some five million people 
enjoy this magazine each month. 
Why do they provide such a produc- 
tive market for your advertising 
message? One reason is that they are 
comfortably above the average in 
income — for instance, over a million 
of our readers own their own houses, 
and nearly a million have motor-cars. 

An even more important factor is 
our readers’ character. The Reader’s 
Digest deliberately sets out to please 
people with inquiring minds, inter- 
ested in many things, receptive to 
new ideas, Its phenomenal success— 
over a million sale in Britain, a world 
sale of over eighteen million—is the 
measure of the opportunity it offers 
to the advertiser who has something 
to say. Its readers really read it 
pick up each issue many times as 
they browse through its articles. 
There is ample evidence that they 
read the advertisements, too. And 
they are exactly the kind of people, 
better informed than most, whose 
example is apt to influence their 
friends. 

It is because of the character of its 
readers and their pleasure in reading 
OVERSEAS, International editions, 27 of them, cover key export markets. The it that The Reader’s Digest is one of 
British exporter can book space in London and, usually, pay in sterling. the great advertising media of 
Britain. . 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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# GIVE-AWAYS HAVE ALREADY 
BEEN PREPARED FOR: 

The Bacon Information Council 
The British Distant Water Trawlers 
Lee Target Knitting Wools 

Stoddart & Hansford Ltd. (Viota Products) 
The Flour Advisory Bureau 
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THE NATIONAL MAGAZINE COMPANY’S 


excellent GIVE-AWAY BOOKLETS 


can be prepared by... 


GOOD HOUSEKEEPING - HARPER’S BAZAAR 


VANITY FAIR + SHE 


HOUSE BEAUTIFUL 


The few Give-Away Booklets already produced and distributed by 


Good Housekeeping and She have proved tremendously popular with readers. 


They comprise 16 gravure pages, 6 in full colour. They are expertly prepared, 


magnificently produced and have a very long expectation of life. 


HOW THIS PROMOTION WORKS 


Under the sponsorship of the manufacturer, 
The National Magazine Co. undertakes the prep- 
aration and printing of the booklet featuring his 
product. The booklet is then distributed free with 
the appropriate magazine which not only ensures 
that it reaches the right hands, but also carries the 
full authority of the magazine’s name. Thus the 


manufacturer is guaranteed blanket cover, with no 


GARDENS, LONDON, S.W.1. Telephone 


waste, at a given time so that he can make 
accurate plans for point of sale displays and other 
promotions. 


ECONOMICAL RUN-ONS 


Any number of run-on copies of the Booklet 
can be supplied at very low cost. Manufacturers 
have found them a most attractive proposition for 
Exhibitions and direct mailing and for distribution 
through selected retail outlets. 


SLOane 4591. 
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HEN I was asked to write 

this article I felt that the 
implications of the title were 
too narrow. Advertising, ac- 
cording to my _ dictionary, 
means making something gen- 
erally known by a circular or 
in a journal and I would sug- 
gest that the article should deal 
with the influence of technical 
publicity on the re-equipment 
of industry. I have what I 
consider are good reasons for 
wishing to extend the scope 
and I would like to explain 
them. 

We must begin, like all good 
sellers, by examining the market. 

Re-equipment of industry is a 
massive subject. It can fluctuate 
from the purchase of a handsaw 
for Joe to building Calder Hall, 
and obviously any generalisation 
along that line of ascent is going 
to be questionable. 

But let us ask ourselves about 
probabilities. ; 

Is Calder Hall to be equipped 
with the same freedom as Joe 
buys his saw? And is Joe going 
to buy his saw with the same 
careless rapture as Mrs. Joe buys 
her new detergent? 

Obviously the answer is no. 

If you don’t like the detergent, 
you can write off the cost and 
buy something else without much 
loss. But you must be sure about 
capital equipment before you 
buy. Somewhere in the scale 


there comes a point at which trial 
and error is inadmissible as a 
principle of buying. 


Housewives 
Regularly Read 
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INDUSTRIAL ADVERTISING—2. This article (one of 
a monthly series) was prepared in co-operation with 
the Incorporated Advertising Managers’ Association. 
It deals with the influence of technical advertising on 
the re-equipment of industry. 


Give solid information— 


and make 


lt is more or less axiomatic, | 
suppose, that the content of any 
advertisement is persuasion and 
information; either characteristic 
may appear by itself but usually 
an advertisement is a compound 
of the two, 

The only point I want to un- 
derline—as an apology for stat- 
ing the obvious—is that an ad- 
vertisement of low priced con- 
sumer goods contains more 
persuasion than information, 
and an advertisement of capital 
machinery is more informative 
than persuasive. 

Clearly, one can be persuaded 
to spend small sums. But suppose 
you had to spend several hundred 
thousand pounds on a _ turbo- 
alternator, for example; would 


0 


0 


oa Papers in on 


KENT MESSENGER 


GROUP 


| 


it specific 


says W. H. GILBERT, 


advertising manager, Mather & Platt Led. 


you be influenced by advertise- 
ments which invited you to try 
Sparko—the alternator with a 
difference? As an advertising man 
I have often thought it would be 
fun to try. 

Sink or swim, if I were a buyer, 
1 would want more information. 
Solid information. Hard facts 
and figures. And more than that. 
I should want to know how 
Sparko had worked elsewhere. 

Obviously, then, the higher the 
price, the less susceptible one be- 
comes to pure persuasion and the 
more one relies on one’s own 
knowledge and experience, or on 
the knowledge and experience of 
someone to be trusted — on the 
accepted reputation, in fact, of the 
goods on offer, or the firm that 
makes them. 


Must be specific 


Technical advertising must. 
therefore, be specific—one of the 
canons of giant advertising which 
has been expressed in this journal 
before, unless my memory is at 
fault. 

The art boys can dress the 
figures up in any way that 
pleases them, or in any way 
that might be thought likely to 
please the customer. But for 
the advertisement to he in the 


slightest degree effective, the in- 

formation must be there. 

Even so, how effective is the 
best technical advertisement going 
to be? 

Whether we like it or not, the 
buyer is usually wary, apt to be 
a little bit downy, and to take our 
plainest statements, not perhaps 
as deliberate falsehoods, but as 
material to be investigated. They 
know only too well the signifi- 
cance of things missed out. How 
much sharper their caution is 
then, when reading an advertise- 
ment of a hitherto unknown pro- 
duct of an unknown manufac- 
turer. 

I am convinced that 
the known and tested reputa- 
@ Continued on page 22 


An instance of the machine being shown at work. At the Dartford 

Trade Fair, Burroughs Wellcome & Co. recently demonstrated a com- 

pressing machine and enough “Saxin” tablets were produced to sweeten 
three million cups of tea. 
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Three orders when one will do is a “ hidden 


cost” 


the sort of thing, so we are told, which 
‘drags a business down,” 

St. Clements have set themselves the task of 
meeting all your blockmaking, typesetting 
and platemaking requirements and one order 


will cover the lot. 


P.S. stands for Personal Service and keeping in close touch with 


both the job and your people responsible. 


@ St Clements 


typesetting 
process foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 


PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 
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The role of press ads in 
industrial campaigns 


tion of capital equipment is its 

greatest selling point; and if 

reputations are equal, price 
comes next; and if prices are 
equal delivery comes next; and 

if all those are equal, then a 

sustained advertisement cam- 

paign may turn the scale. 

It depends, I believe, on what 
the buyer knows of your product. 
And the more your product costs 
the more he must know, either of 
his own experience or of the 
experience of his friends 'n the 
trade. 

Plainly, the more costly capital 
equipment becomes the less 
likely is advertising to create a 
Advertising by 
itself will not persuade any man 
to spend money on expensiv2 
plant that he does not require. 

It must be accepted, then, that 
journal advertising can fill only a 
secondary role in feeding an 
interest or requirement that 
already exists, for it would be a 
pitiable delusion of grandeur to 
suppose that re-equipment of 
industry on the scale of recent 
years has all sprung from the 
fertile loins of publicity. 


Re-equipment evolves from 
necessity, from need to meet 
competition or, to reduce the 
statement to its barest terms, 


from a need to survive. 


Quick and easy 


The point of new products 
arises. Here, it must be conceded 
that press advertising is one of 
the quickest and easiest ways of 
getting your goods sold once. To 
get them sold the second time, 
they must bear out all your adver- 
tisement says of them, which is 
not really a characteristic re- 
stricted to capital equipment. 
And if you are a newcomer to a 
given field, if you have, say, no 
reputation in other a the 
row you hoe will be that much 
harder. 

Standing exposed on the 
battlements, therefore, and 
loudly shouting “Boo,” I sub- 
mit that press advertising de- 
clines in value as the price of 
the product ascends. Until 
finally we reach the rarified 
strata of the upper air known 
as prestige advertising where 
the returns are, thank heavens, 
utterly immeasurable, and art, 
beauty and silence reign su- 
preme, unsullied by commerce 
or statistics. 

Given that competition is to be 
met by re-equipment, a decision 
presumably made in the upper 
reaches of an industrial unit, en 
gineers and buyers have to decide 
next where they are going to buy. 

At this point their ability, ex- 
perience and knowledge begin to 
count. 

Most buyers of big machinery 
are probably able to reduce their 
potential suppliers to very few in 
number without lifting a finger to 


turn a page. It can be argued 
that the repetitive taps of sugges- 
tive and persuasive advertising 
may here have conditioned the 
buyer's reflexes favourably on be- 
half of this or that maker, and 
indeed, the lower the cost of the 
equipment to be bought, the more 
acceptable this argument becomes. 


It emerges, therefore, that 
forceful journal advertising of 
smaller equipment in competitive 
fields has served a considerable 
purpose. 


But in large capital machinery? 


Size no criterion 


Well, the higher the fewer—the 
fewer buyers and the fewer 
makers. One supplier I know of 
counts his customers in Great 
Britain as less than 100—and 
discounts press advertising 
accordingly. 

Undoubtedly, the best service 
that has been done by the pub- 
licity branch of any maker of 
capital machinery is in maintain- 
ing a supply of descriptive pub- 
lications, their bones packed with 
marrow and their veins full of 
blood. 


Information is the great 
demand, presented as attrac- 
tively as possible. The vurpose 
of presentation in this field 
should be to make plain facts 
easy to assimilate, and not to 
adorn obscurity. Where illus- 
trations are easily associated 
with an easily read text, where 
matter and art preserve an 
equable balance and neither 
bread nor sack is indigestible 
in quantity, a publication has 
attained its ideal form—an ideal 
as difficult to achieve as most 
others. 

Technical publications fall 
fairly easily into three classes, 
aimed at three levels. 

There is firstly the sales cata- 
logue, the hors d’euvre for the 
retined palates which taste but do 
not eat. The owners of these 
palates (ask any engineer) make 
decisions—but do no work. 


Importance of charts 


Keener appetites demand tech- 
nical instruction, and the graphs, 
sections and performance charts 
begin to thicken and flourish 
especially for the benefit of the 
man who is directly responsible 
for running the plant. 

Finally comes the maintenance 
and general instruction book, 
designed for the bloke with the 
spanners. 

All these three are essential in 
one form or another, and the 
closer the publication comes to 
the ideal form, the greater the 
service. 

Direct mailing of catalogues 
is invaluable if it is intelli- 
gently done, and has un- 
doubtedly played a great part 


'@ Continued on page 24 
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Advertising hits hardest in 


Every day, all the important news 

affecting Industry is featured in 

a [a \\ THE FINANCIAL Times. Advertisers 

Photograph by Maurice imumpeld. Onin aaie a Ce aa a \ know that the editorial content and 

industrial photographs published by THE FIMANCIAL TheEE cal = ; their own announcements are 

waa “: — a accurately aimed at industrial Top 
Management. ; : 
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in keeping buyers informed of 
developments by  manufac- 
turers. It is usually confined 
to the first of the three classes 
of publications already 
described, but can also be 
carried out with the second 
against a rather more carefully 
vetted mailing list. The crass 
error is to bombard buyers 
with what are in effect no more 
than variations on a theme, and 
is the quickest way of getting 
trade literature deposited in 
the waste paper basket, where 
the wileable might go with the 
indifferent. 


Method in America 


At this stage, one may perhaps 
be permitted a glance over the 
fence to see what the others are 
doing—in the United States, for 
example. Exponents of the 
great art of persuasive advertis- 
ing as they are, it has been a 
source of perpetual wonder to me 
to see just how bad some of their 
technical brochures can be. 
have seen some really appalling 
publications by firms one would 
have expected to know better. 

The aim was apparently to get 
as much on to the page as it 
would possibly hold, with type, 
drawings, half-tones and _ the 
second colour thrown on like a 
es of miniature playing cards. 

hite space is, or should be, one 
of the - exhibits of a 
technica publication. The 
kitchen sink can stay in the 
kitchen—there is only an infre- 
quent need to publicise it. 


you have to provide for your own 
retirement—here’s a book 


booklet “Two New Ways to Provide for Your 


| 
| 
a Retirement.” 


Industrial advertising— 
big role of exhibitions 


On the other hand, the Ger- 
mans seem to be just so much 
ahead of the capital machinery 
makers in Great Britain. 
ublications—or those which [ 
ave seen—have been beautifully 


presented, easily read and easily 
followed from text to illustration. 
They are complete in range from 
the initial approach through the 
full technical description to the 
final erection and maintenance in- 


soot t } ' 
ieee. 


The influence of the demonstration upon engineers is manifest in this 
picture taken at the British Plastics Exhibition organised by the Ili : 
Information can be imparted about t 
aban under a spprvaming actual —s conditions. 


journal “British Plastics.” 


that will help you. 


The last Budget brought good news of tax con- 
cessions for those who have to make their own 
retirement arrangements. “The Northern’ have 
devised two new plans to make the most of 
these important new tax reliefs. 

Before you make your own plans, you should 
in your own interest consult ‘The Northern’. 
Their informative and very helpful booklet 
“Two New Ways to Provide for Your Retire- 
ment” will answer all your questions. 


your copy from the nearest Northern Office, or 
from your Insurance Broker, or simply fill in 
this coupon. 
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structions, and no expense is 
spared in translation or in print- 
ing what must be small runs in 
foreign languages. 

Exhibitions have been of inesti- 
mable value, particularly of large 
machinery. A buyer likes to see 
the product in the round, he likes 
to walk round it, feel its hocks, 
and see if it bears the outward 
and visible signs of inwardly in 
telligent design. No matter how 
competent a man may be in his 
understanding of drawings, nor 
how able he may be in his ab 
sorption of technical literature, 
nothing quite replaces the 
machine standing there in its ex- 
hibitionary glory. 

Essentially an exhibition is in- 
formative, and the more informa- 
tive the exhibit the greater its 
attraction. 

It is in keeping industry in- 
formed that I believe technical 
publicity has done its greatest 
service. The great difference be- 
tween advertising consumer goods 
and advertising capital equipment 
must continually be borne in 
mind. 

One can create a demand for 
consumer goods by sustained ad 
vertisement. One can not create 
a demand for capital equipment 
by advertisement. The demand 
for capital machinery must exist 
with the buyer, and his potential 
must be equal to the purchase. 

If he has been kept adequately 
informed of technical develop- 
ment, then when he makes his 
decision to purchase, publicit, 
services ses to exert influence. 


You'll be on good terms with 
THE 


NORTHERN 
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To The Northern Assurance Co. Ltd., 
1 Moorgate, London, E.C.2. 


Please send me, without obligation, a copy of your 
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Publishing history was made on 
November 30th when the ‘‘Liverpool 
Daily Post’’, for the first time, 
published its first 4 colour composite 
advertisement page in a regular 


issue. If you have not seen acopy ~ LIVERPOOL 


oa” ~=—6 DAILY PSE 


VICTORIA STREET. LIVERPOOL I. 
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The greater part of the advertisements VER yoo cms 
wash better than ' 
perfect white 


placed in the Sunday newspapers 
are aimed at the women. What 
do they think of them? 


A housewife views the ads 


on the day of rest ; _ 


o- Su 


By FEMINA 


UR household takes in at read spasmodically during the panies and securities generally. Femina found herself reading this 
least four Sunday news- morning. I usually absorb the Also, I would read in the inside column story without realis- 
papers—and not always the Pictures and scan the headlines morning that I can buy a fur coat ing that it was an advertisement. 
same four. I hate to say it while preparing breakfast and “for only a few shillings a week” : : 
but th : iti te that we read the more lurid exposés while in the afternoon | would be operation from the other. This 
yang bg oy a Ay whilst waiting for kettles and told, through the Observer, that last Sunday’s batch of faux pas 


An hoes potatoes to boil for lunch. 995 guineas is “a very attractive seems to prove the fact. 
oe oe price” for a mink! The most horrific editorial 
visitors—or from those we Worrying about health It would have to have been an advertisement “mislink-up” ap: 
visit. 


If I split my Sunday advertise- excellent Sunday lunch to make peared in The 


. People who 
We somehow seem to like 


ment-reading in the same way, it ™y husband think the same. offered, on page two a “Superb 
Sunday newspapers. would Sein—-sauahie-thet I Speaking for myself I seldom = six-volume brary” on “The war 
On this particular week-end we would be expected to worry read those small box notices jn pictures” extolling it as “A 
had no visitors and we stopped about my health in the morning popular with the tabloids, Christmas present you owe your Z 
at home: and so in the event and my future in the afternoons. which advertise anything from = family.” This, following on 
there were five of them: the In the Sunday Graphic of the day ladies duffle coats (which from a page one headline which 
Observer, Sunday Times, Sunday under review there were 13 adver- for some reason invariably screamed “THE FINAL MAS. 
Pictorial, Sunday Graphic and 


tisements of varying sizes which “Smash all records”) to four- SACRE” made me think that 
Sunday Express. But we got hold recommended cures for every- piece-no-deposit Davy Croc- 


@ Continued on page 28 
of some others on the Monday. thing from ruptures to rheuma- kett — ag my —— 
I leave the Sunday Times and tism. The Sunday Times, on the ~ eked de — ~ 
Observer unopened until the other hand, boasted nine adver- anal a eclare Ba 
afternoon. The others are always __ tisements for insurance com- m a can remem 


different prices given for tele- COILED BOD 


ao manne Gas ae 
other merchandise 
Sail caer aed needs Mustard 
The next largest advertisers in 
the picture Sundays, it seems, are 
the beer and soap flake (sic) 
people. Omo took a full page in 
the Sunday Pictorial, and I found 
myself reading the inside column 
story without realising it was an 
advertisement. I thought the 
comic strip at the foot of the 
page was good; the “editorials” 
— A. made quite interesting reading, 
fs porte one Fk aD = too, although 20 mentions of the 
aero Ee ae mo mention. name Omo made my head reel 


Over THAT / LOOK... WHATS THE a bit. 
| CLEANSER STUFS TixEy| > 


. 


Beer and furs 


There’s ne’er a bubble adver- 
tised in the Observer or Sunday 
Times (but then, if they place 
their readers in the 995-guinea-fur 
bracket, perhaps it would be : 
| 86 NEO OF Haws spacielly span Much as she dis- superfluous). Their alcoholic ad- Excan co—that should be * Betied Cod 

an! youRs 


— 


COCORVE, MUM, COME AGAIN WHENEVER WOU Le? 


ee . . * “ needs Mustard.” And tt does. you know. 

ry wane 300 Jone. = . likes the strip  vertisements are stronger (in both Pish as wel as meat ts DELICIOUS with 

T a s rong and medium, Femina _ senses) than those of the picture eae mew pry ct Samana 

; found herself papers and cover a wide field Just use the password—" Mass the Pustard, 
laughing at this from beer to champagne. please” 


advertisement. She It is a well-known fact, even 
thinks that maybe outside newspaper and advertising . 
the subject matter offices, that editorial and adver- This was one of the advertise- 
lies at the root of tisement departments are not al- ments that Femina liked best 
mother - in - law ways the closest of friends—that when she recently went through 
troubles. one complains of lack of co- the Sunday papers. 
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- FULL POSTER co VERA cE - 
mW THESE AREA s s- oo | 


NOTTINGHAM 


@ CREWE { 
o 


a e 


NORWICH @ 


®@ COVENTRY 


NORTHAMPTON 


make sure e you use a ihe 
_MILLS & ates: SITES 


CHeL Tena LUTON 


TAUNTON 
a PORTSMOUTH 


if j "pos TER aD VER TISING as | 


~ makes: sure PIM PepetICION ot your sacs messagethe wnigu 
pe on i . a oe driving force in ‘ selling’ campaigns, This is well 

— demonstrated by the Mills & Rockleys* research 
which proves that at feast 8 out of 10 people have 
an average of over 20°opportunities.of seeing the 
advertisements of a full campaign each week. 
"Further copies of “The Size and Nature of the Poster 
AudiencemStudy IT" —available on request, 


PLANNED POSTER ADVERTISING IN MORE THAN 260 TOWNS : HEAD OFFICE: 214 QUFENS 04D, COVENTRY 
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ADVERTISER'S WEEKLY 


A housewife takes a look 
at the Sunday ads 


Odhams might have held their 
fire until a later—and, I hope, 
happier—date, Although why 
anyone should want to wade 
through six volumes of war pic- 
tures for Christmas I cannot 
imagine. 

One man who might be upset 
by the placing of his advertise- 
ment is the Omo executive. 

In Reynolds News, page four 
showed a young man “Seeing and 
believing—with Spel,” alongside 


to whiten yellowed nylon and 
wool.” I knew of the wool side, 
but the nylon-whitening angle 
was new to me. If the product 
contains these properties why 
wasn’t this tag-line given before 
—I have been looking for just 
such a cleaner for months and 
months. 


On three levels 


_Sanatogen cleverly used three 
different advertisements, aimed at 


28 


ment” I liked, however, was that 
put out for the Imperial “Good 
Companion” typewriters. It was 
carried by both the Sunday Times 
and the Observer. 

Among all the dozens of cold 
and ‘flu cure advertisements, it 
stood out sturdily on its own. 
Despite everything, the girl in 
the picture had caught a cold 
and she was making the best of 
it. The “sniffle copy” was quite 
amusing although, however 
firmly I gripped my nose, I still 
could not make “he'll give me 
one of my own this Christmas” 
sound like “he'll give me ode 
of my owd this Christmas.” 
This advertisement was one of 

the very few which played up 
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a boost-up article and illustration varying readership levels. The the Christmas-present angle and 

“Bubbles by the billion.” Page “Farewell” picture from the only one editorial (Sunday 

five carried an advertisement of “Family of Man” exhibition Times woman's page) gave Christ- 

the smiling Omo girl who appeared in the Sunday Times; mas present suggestions. I am 

wouldn’t, perhaps, look so happy a large advertisement, headed glad they were so few. I hate Two Moorland 

if she knew she was just a small “How to Get More Out of Life,” having to think about Christmas antacid indigestion tablets - 
cog in a vast Anglo-American with a three-question quiz, caught weeks before the date. It is like 

wheel that’s up to no good— _ the eye of the Sunday Graphic booking up one’s summer holi- phew, what sweet relief ! 


according to H. O. Ward. 
Filling the space 
For information on what's new 
in the Co-ops one only has to 
buy Reynolds News whose aim, I 
believe, is to become “The poor 
man’s Observer.” One wonders 
if CWS advertisements have 
pushed the others out or whether 
they are filling the space others 
took in days gone by. 

The Stergene product ap- 
peared in the “Sunday Dis- 
patch” and “Sunday Graphic” 
as “the only weer 


ng product 


readers and the old Sanatogen 
tonic wine advertisement, “You 
can feel it doing you good,” 
appeared in the Sunday Dispatch. 

Although I gave it thought, I 
could not make up my mind 
on whether the Standard and 
Shell BP advertisements which 
appeared in many of the Sunday 
papers, urging petrol economy, 
were making the most of a mis- 
fortune or simply altering adver- 
tisements which would have 
appeared anyway. They seemed 
a bit odd somehow. 

An “opportunist - advertisé- 


days a season ahead. 
Reading of gifts 
One Christmas advertisement I 
did notice was the State Express 
tankard gift packet (Observer). 
And I was surprised to see it 
there because a few days before 
it appeared I had gone into 
their Piccadilly house only to 
be told that stock of the gift 
sets was almost exhausted. The 
girl behind the counter said 
she thought they would all 
have been sold “within the next 
@ Continued on page 32 


From all chemists, 1124 and (3 


Ss 


“Ohl! the fire and agony. ... Ah! 
the sweet relief’ were the 
thoughts that came to Femina's 
mind when she _ saw _ this 
advertisement. 


Let us submit our ideas and prototypes 
and show you how efficient and attractive 
a permanent display can be 


Whether in metal, 


Bee 


we design 


> 5 


and make 


te ; 


Ee 


Ltd 


wood or wrought iron 


+h 


¥ Seser one 


DISPLAY UNITS 
SALES AIDS 
DISPENSERS 


M O R E Y (BARNET) LIMITED 


BARNET, HERTS, Tel: BARnet 3222 
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Space in the News Chronicle is remarkably economical 


because it is able to offer advertisers any size space at 


run of paper rates. Taking two different sizes as 


examples, see how much it costs to advertise in the News 


Chronicle in comparison with other national newspapers. 


These figures are based on the lowest published rates and 


are worked out on a cost per space per thousand sale. 


For detalied information 
please telephone 
William Memory 

AND DAILY DISPATCH Advertisement Director 
FLEET STREET 5000. 
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ANNOUNGING GROUP RATE 


WOMAN AND HOME 
MY HOME 
WIFE AND HOME 


These three Amalgamated Press publications will now 
form the biggest ever mass medium in the women’s 
monthly field! Commencing with April issues you can 


buy a full page in all three publications for £1,000 


THE 3 HOMES GROUP 
TOTAL CIRCULATION OVER 


1,500,000 


For years Woman & Home, My Home and Wife & Home 
have been proving their individual worth — taking advertisers 
right to the heart of the family. Now, together, they form 
a new and powerful approach to hard-working, home-loving, 


hard-buying housewives all over the country. 
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Go mite the 3 HOMES Zn 
yuk get mto wet homed / 


ONE BOOKING 
ONE BLOCK 
£1,000 


Gets you a full page in all three magazines. 
Puts you in touch with millions of housewives. 
Wins you their careful, leisurely consideration 


over a period of many weeks. 


WOMAN AND HOME 
MY HOME 
WIFE AND HOME 


published monthly by the Amalgamated Press Ltd. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., 


The Fleetway House, Farringdon St., London, E.C.4. Central 8080 
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Local newspapers Femina prefers the ads 
that don t trip her up 


give Dest results 0...» ssw 


ment timing. 
cme remnant Another strange thing. I do 
not recall having seen the British 
i : Empire Cancer Campaign adver- 
_ tisement in any of the Sundays 
recently. It appeared, however, 
in the Sunday Graphic and I 


The 

wondered why so important an 
| advertisement should have ap- 

peared exclusively in this paper. 
The best advertisement /edi- 
torial layouts in my view are 
those in the Sunday Times and 
Observer. Their book and 
women’s pages are excellent. One 


WEST HARTLEPOOL reads the editorial and then the 


advertisements because one wants 

to, not simply because one hap- 

BILLINGHAM EXPRESS pens to trip over them when read- 
ing a story. 

I voted “The Sunday advertise- 


ments I liked best” this way: 
STOCKTON EXPRESS @®Moorland indigestion 
tablets (Sunday Graphic) .. . 
Oh! the fire and agony. 
Ah! the sweet relief. 
The best salesmen in County Durham @ London Assurance (Sun- 


day Times) those ‘very good 


YEAR AFTER YEAR! 5 teacly sdvestincment om the 


Codvalescedce 
Correspoddedce 
on an Imperial 
*Good Companion’ 


; Lord Mayor’s Show with Derg, en writig this id hed. rather wea al uly 
i : i i viVi with oo fhowold. Ad your heuer made me weaker 
—— ake your space reservations NOW interesting copy giving me a gu an tales Sinan 
:. M y SP atio NOW new piece of, information—that tomend Prawrlh p ig ~ 
LONDON OFFICE people were insured against ary 2 SS oy enegntnts > 2 nee 
a : r ays be me cote of my omd the Chrwcmm u 

85 Fleet Street, E.C.4. Telephone FLEet Street 2845 aoe robbery in the mid- grein x 
s. Fey eng penal Cand cpomme 
a heer a @Colman’s mustard. A ankaiepuainss tn 

crazy drawing with copy that’s wd HE. ta ree 

not so crazy. One coy men- smrearas TYPEWRITER €O. Ete 


=e ae og 


HILL BROTHERS °ffer :— 


+ Werle Tre AD wUEL 


tion of the brand name—in 9 

parenthesis—instead of the While she was amused, Femina 

more common  name-a-line was quite unable to make sounds 

approach. like the copy-—-although she 
@ Harpic (Sunday Pictorial). gripped her nose. 

Much as I loathe the strip 

medium, the story headed all the reasons! Perhaps that’s 

“Your mother doesn’t posters the root of all daughter/ 

of me!” made me laugh. . . of mother-in-law troubles? 


INTERCHANGEABLE NOTICE BOARDS 
slotted wood backboard, plastic characters, easy-fix, made to any 
size, exact alignment, clean, neat, unique and attractive. 
PROTECTIVE GLAZING FILM 
heat sealing, protects face of showcards, economical, quickly applied, 
transparent, washable. 
HOT PROCESS TRANSFER BLOCKING FOILS 
in colours, imitation gold and silver, for use on all hot stamping 
machines for marking card, paper, wood, plastics, etc. 
ENGRAVED DIES OR TYPES (Bronze or Steel) 
made to your own requirements for stamping machines. 
METAL STRUTS—TICKET PINS—HANGING RINGS 
for affixing to card or plastics, hang or stand your displays in any 
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7 one of a topical product 


| 
| 
| 
| 
| 
| 
| FLUORESCENT DISPLAY PAPER 
| in gummed for cutter-crush or ungummed for posters, etc. 
GUILLOTINES 

| hand bench models for card or papers, etc. 9 to 24” blade. 

| WATER SLIDE-OFF TRANSFER FILM 

for your use in either reels or sheets. « 
| ACETATES—DISPLAY BOARDS—GUMMED PAPERS 
large selections always available from our works. 
| BEVELLERS—FOIL CUTTERS—TYPE CABINETS 
| FINISHING PRESSES—DOUBLE GUMMED MANILLA 
WE HOLD LARGE STOCKS OF 
| MASSEELEY STAMPING MACHINES 
AT EXTREMELY LOW PRICES—FULLY GUARANTEED AND 
| REBUILT BY 


HILL BROTHERS (Service) LTD. 


ACTON WORKS, BEACONSFIELD ROAD, 
a” ACTON GREEN, LONDON, W.4 * 


The job the General Electric Company set itself in this window was 

to get over to passers-by the story of the Cosyglo fires. The 

principle behind these products is the throwing of heat to the sides 

_| as well as to the front. The caption on the rug placed in front of the 
| fire therefore reads: “All-round warmth for the whole family.” 


Telephone : CHiswick 2235 and 2236 
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In this man’s hands is the power to purchase plant to the tune 
of several hundred thousand pounds every year. The hands are 
activated by the mind. The mind is moved by knowledge— 
knowledge of the machines he needs to solve his problems. 


They could be your machines, but how much does he know about 
you? 


Like most top men he is a regular reader of Machinery Market. 
In fact he reads it as much for the advertisements as for the 
editorial content. Advertise in Machinery Market and be sure 
that men like this know what you have to offer. 


‘ 
Every form of manufacture 
MACHINERY MARKET _ iersterstccusens 
MARKET—all w10 vee 01 
need machinery and 
The Commercial Engineering Journal. 1/- every Friday engineering material. a 
supplement published each 
THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA é6TREET, E.C.4. week contains an immense 
Tel. CITy 1642 (6 lines) selection of plant for sale, 
wanted and for auction. 
An annual subscription of 
55|- includes the Machinery 
Market Trades Inder. 
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shows 


in these markets 


Which market 1s your market ? 


“Sunday Night at the London Palladium”’ 


a — 7 The ABC Television Network gives you peak weekend audiences in 


these three great markets with their total population of almost 20,000,000. 
Through ABC you will reach 1,650,000 homes (6 out of 10 of the total 
ITV homes) in this entire area early in 1957, or you can buy into the 
individual markets it contains. Either way, ABC’s multi-segment rate 
structure is designed to give you a profitable return in terms of homes 
reached and costs per 1000. In early 1957, for example, the average cost 
per 1000 will range from 6/- to 14/- 60°, lower than last year! To sell 
hard in the Midlands, Lancashire and Yorkshire, buy into ABC time 
segments now. 


Sell through the y 
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MIDLANDS AREA 
population 7,076,000 


we 


N. Midlands Conurbation : 
population 2,257,000 


LANCASHIRE AREA 
population 7,110,000 


Merseyside Conurbation : 


—LI 


SE Lancs. Conurbation : 
population 2,411,000 


YORKSHIRE AREA 
population 5,792,000 


ie 


W. Yorks Conurbation : 
population | 682,000 


IABC Television Network © 


A member of the Associated British Picture Corporation 
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MIDLANDS AREA containing 144°, of Britain’s population. 

The Midlands is an area of larger households, and that means more 
wage-earners per home. One-third of all Birmingham homes, for example, 
contain more than 4 persons. And these larger households spend more 
time watching weekend television. Therefore (a) you cannot do a complete 
selling job in the Midlands area without using television, and (b) weekend 
television offers larger audiences. Recent reports show, in fact, that there 
are 48 evening visitors in every 100 Midlands homes tuned to ITV at 
weekends. ABC Television is weekend television. 


LANCASHIRE AREA containing 14}°, of Britain’s population. 
In the densely populated N. West there are more ITA homes with 4 or 
more persons than in any other area. This means that your television 
advertising reaches more people per home — a hidden bonus in your 
costs per 1000. Television is the logical way to exploit this market fully. 
ABC’s weekend audiences are not only larger, but more responsive to 
your sales messages. And you get mass-appeal shows and growing 
audiences at low costs per 1000. 


YORKSHIRE AREA containing 12°, of Britain’s population. 

Yorkshire people buy carefully and examine your products closely. Their 
viewing habits reflect this characteristic and make them an ideal market 
for television advertising, a medium in which you sell to people by their 
own firesides. The biggest television audiences are weekend audiences, 
and you reach them when you buy into ABC Television. Every weekend, 
Yorkshire families enjoy ABC programmes and visitors swell your 
audiences. They’re highly receptive to your advertising because they 
can see the value you’re offering them. 


For full details of all ABC shows, and to discuss any aspect of your 1957 
schedule, please contact: 

London Office: 

George A. Cooper, 

Advertisement Controller, 

ABC Television, Film House, 

Wardour St., London, W.1. 

GERrard 7808. : 
Northern Office: ARDwick 5641. Midlands Office: NORthern 9361/2/3. 


| Cee ee) ; 
pe Fi oe £ a3; ee oe a 4% 7 + 5.4 ° 
ie 2 5k hy OR RT 
ee | 
7 am 7 
ee 
Po 
ee population | 388,000 ’ 
= pe 
_— om 
-_ 
. | 
*. 
“®e, , 
=, : 
St cr al : 
ee : 
z 
] ~ 
= 
= * SS Se 
- ; 
on"* 
oe” 
‘ 
ou a pee ie : 


rt 
. 
Me 


ADVERTISER'S WEEKLY 


Showing is Selling 
THE“ PENORAMA” 


Pens, Pencils 
Ballpoints 


display units 


Point of Sale Display Unit 


Manufactured by 


E. W. ENGINEERING Co. Ltd. 


was designed in collaboration 
with Mentmore Manufacturing 
Co. Ltd. 

This is just one of the many 


eye-catching, point - of - sale 


produced by 


E. W. Engineering, specialists 
in the fabrication of metal sales 


aids to any design or quantity 


bring it into ‘shape’. 


E. W. ENGINEERING Co. Ltd. 


407 Nether Street, Finchley, London, N.3. 


Telephone : 


FINCHLEY 5974-5. 
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Give us your idea and we will 


Commercial Art & Photograthy 
Terminus 8770/0073 


The 
**FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 
MEMBER OF THE A.B.C. figures 
avoir BUREAU Jan. to june, 1956 
OF CIRCULATIONS 2 7 
8,271 
Belfast Office 

18 Donegall Square, East. Tel. Belfast 24397 
London Office 

69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


Ulster. 


ing community of | 


With acknowledgment to 
S. H. BENSON’S 
ADVERTISING AGENCY 
The current press illustrat- 
ing for MURRAYMINTS 
is being carried out by 
FERGUSON DEWAR 
solely represented by 


HUGH WHITE 
ARTISTS’ AGENCY 
2, SOUTH AUDLEY ST., 


LONDON, W.|I. 
Gro. 8849 — 8840 


| YOUNG & nox RUBBER CO.LTD. 
Wimbledon, S.W 6 lines) 


. LIB 6281 
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TYPOGRAPHY IN ADVERTISING 


Looking over the latest ads, SCRIPTOR 
has seen one that provides for— 


Major display—but not at 
the expense of detail 


RT directors and typo- 
graphers who spend most 
of their working hours con- 
fined within the circumscribed 
boundaries of newspaper 
spaces do not always appre- 
ciate the intrinsic opportuni- 
ties—and limitations—of the 
average periodical full-page 
advertisement. 

The example reproduced here 
(from a recent issue of ADVER- 
TISER’S WEEKLY) of a full-page 
insertion by Circular Distributors 
Ltd. offers an exceptionally 
happy solution to the perennia! 
problem of obtaining major dis- 
play presentation without loss of 
space for detailed text composi 
tion. 

The proportionate relationship 
between the boxed heading and 
the text measure has been very 
skilfully determined; and _ the 
positioning of the main display 
matter and the use of a finer 
weight of rule on the inner side 
also make their ingenious contri 
butions to an _ outstanding): 
successful setting. 


* * * 


THE MINIATURI “adapts” 
masterpiece reproduced here 
also from a recent ADVERTISER’S 
WeekLy—should certainly inspire 
the interest and confidence of 


TYPOGRAPHIC 
ADAPTATIONS 


set charges 
adapts 


COVENT GARDEN 1522 


In the opinion of Scriptor, this is 
a miniature masterpiece. 


potential clients to whom it 1s 
addressed. 

The taut and crisply satisfy- 
ing setting of its tersely 
economical copy provides an 
object lesson in typographical 
taste. 

@ Continued on page 38 


Very high praise 
has been meted out 
by Scriptor for this 
advertisement. It 
offers, he thinks, 
an exceptionally 
happy solution to 
a very serious 
problem. 
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CIRCULAR DISTRIBUTORS LTD 


54 Great Martmoreugh Perect Lgnteo W.! 
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PERICLES c. 490-429 B.C. Athenian statesman and one of the greatest leaders, 
in times both of prosperity and adversity, that the world has known 
The drawing is after a bust in the British Museum 


Reed 


oe J 
a ot” 


ie industry to-day organisation and 


‘ ALBERT E. REED & CO. LTD. 
enterprise and even the greatest of resources 


Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 


THE LONDON PAPER MILLS CO. LTD « EMPIRE PAPER MILLS LTD 
are brought to fulfilment only through the 


THE SUN PAPER MILL CO. LTD « REED CORRUGATED CASES LTD 
MEDWAY PAPER SACKS LTD © BROOKGATE INDUSTRIES LTD 


HOLOPLAST LTD * REED FLONG LTD 
POWELL LANE MANUPACTURING CO. LTD 


agency of a universal spirit of leadership. 


F. R. FREEMAN & WESCOTT LTD - REED PAPER SALES LTD 


Head Office: 103 Piccadilly, London W.1 
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| The choice of 
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Blado italic for this 
conversation piece, 
in the opinion of 
Scriptor, is a very 
sensible one. 


The sensitive balancing of 
weight between its Antique caps 
and Plantin lower case, the deft- 
ness of its leading and its admir- 
ably controlled marginal scheme 
offers a counsel of perfection that 
could be studied with advantage 
by most typographers at preseni 
practising in the agency field. 

+ 7 * 


RECENT COMMENTS in. this 
column on the ingenuity and 
typographical merit of many 
current “sits vac.” advertise- 
ments for appointments in the 
advertising field would be incom- 
plete without due recognition of 
the full-page insertion of Leon 
Goodman Displays Ltd. which 
appeared in the October 19 
issue Of ADVERTISER'S WEEKLY. 

Brilliantly conceived display 
on this impressive scale, sup- 
ported by superfine standards of 
composition detail, offer a subtle 
compliment not only to the 
prospective employee, but also to 
the clients—present or prospec- 
tive—on whose accounts he may 
be working. 

* . * 

THe supsect of double-spread 
insertions and their special typo- 
graphical problems seems to have 
received surprisingly scant atten- 
tion in agency circles. Some of 
the most successful examples seen 
in recent years have appeared in 
ADVERTISER'S WEEKLY, but they 
have been mostly from media 
advertisers whose insertions are 
rarely, if ever, seen in non- 
specialised periodicals. 

A national advertiser who has 
often exploited double-spread 
potentialities to excellent advan- 
tage is Dexion Ltd. A recent 
example of Dexion technique in 
this connection appeared in 
Business meticulously planned 
and set with close attention to 
composition detail in Sans seven. 
Grot nine and its italic, and Times 
Roman. 

These insertions are always 
worth studying for their com- 
bination of multi-level copy 


“Mummy why does Daddy drink Green 
Chartrooze and you Yellow?” 


“It’s pronounced Shartrerse dear, not 
Chartrooze. And Daddy drinks 
the Green because it’s stronger.” 


“Ob! Is that why Daddy...” 
“Now then dear. Isn't it your bed- 


time 2” 


CHARTREUSE LIQUEURS DISTILI.ED IN FRANCE 
BY THE CARTHUSIAN MONKS 


London Office: 10 Hamilton Place, Park Lane, W1 
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angles and graduated weights of 
displayed headings. The agency 
responsible is J. Walter Thomp- 
son. 

. . 7 


THE CURRENT campaign for 
Chartreuse in the London even- 
ings is using Blado italic for its 
small space conversation pieces— 
and a very sensible choice, too. 
even if leading of the solid-set 
lines is to be recommended ! 


The subsidiary matter, oddly 
enough, is set in Baskerville. And 
another oddity is provided by the 
punctuation of the dialogue set- 
ting. Its freedom from commas 
at first suggests breathless vera- 
city, until a solitary comma in- 
trudes into the third line, only to 
be dispensed with in a very simi- 
lar context four lines further on. 


There must obviously be a 
reasoned principle behind such 
perversity, and at least one 
reader will be closely following 
subsequent insertions in the 
campaign with a view to divin- 
ing its purpose. 

Which may, of course, be the 
object of the exercise! 


* * * 


_ THE ILLusory third dimension 
in typographical presentation has 
fascinated and baffled genera- 
tions of advertising men, but the 
problem has seldom been tackled 
more capably than in current ad- 
vertising by Stereograms Ltd. in 
connection with their 3D colour 
slides. 


Witty application 

A recent insertion in ADVER- 
TISER’S WEEKLY, set in a com- 
bination of Grot Nine, Gill 
Extra Heavy and Times Roman, 
exploited a drawn Sans display 
motif superimposed on a perspec- 
tive grid which receded to 
infinity. A wittily successful 
application of a somewhat hack- 
neyed formula, but one that 
obviously offers fruitful possi- 
bilities still—when handled with 
both restraint and imagination. 
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The complete service 
for the busy Agency 
buyer - all Departments 
under one roof - result- 
ing in greater efficiency 
in work control. 

Highest grade work 
combined with relia- 
bility of service. 
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Opportunities for 


SELLING 


% THE ILLUSTRATED 


LONDON NEWS 


The Nielsen Study shows that a third of all 
ILN readers are among those privileged to 
hold. positions of public responsibility and 
F that over 70% are members of professional 
- bodies, learned societies oF associations. 


Hundreds of advertisers use The Illustrated 
d foster institu- 


London News to maintain an 
tional buying. 


2 THE TATLER 
Measured by RESULTS, The Tatler is 
xe probably one of the greatest sales makers of 
* our time. Of course, no publication can be 
all things to all advertisers but this we can 
say with no fear of contradiction: that for 
selective selling of high quality merchandise 
The Tatler has no equal. 


THE SPHERE 


The Sphere, unlike any other Illustrated News- 
paper, keeps readers in touch week by week 
with industrial and commercial development 
at home and in the Commonwealth. This is 
part of an editorial pattern which provides a 
certain indication of The Sphere’s quality of 
readership, The Sphere’s influence and The 
Sphere’s deep penetration into the heart of 
British life and industry. 


THE SKETCH (fortnightly) 


If, after explaining to a client the many 
obvious merits of The Sketch fortnightly as a 
medium for advertising high quality merchan- 
dise, he still shows no interest, there is only 
one thing to do : put a copy into his hands so 
that he can see for himself how many famous 
firms grace its advertising pages. Then, per- 
haps very, very tactfully, the point could be 
made that shrewd advertisers like these don’t 
grope. They know that The Sketch pays - - - 


in sales! 
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> There is nothing “small” about The SPORT & @& 
es COUNTRY farmer: of SPORT & COUNTRY’S @ 
i 


——— Oo total readership over 84%, is of the land . . . and the 


big farmer predominates, with 56%, of them working 
ee farms of over 300 acres. These are Britain’s big- 
——- ~=~gest and most influential agriculturists ... SPORT & 


COUNTRY reaches them with certainty and at the 


5 
” 
, 


- 


al 


—_ 


lowest possible cost. 


The answer to the question ** Who reads SPORT & 
COUNTRY?” is set out clearly, and other import- 


ar 80-1: Farmers ant facts high-lighted, in a promotion brochure— 
“MEET MR. FARMWELL” —available to adver- 
a tisers and their agents. It shows what a big 


selling job SPORT & COUNTRY can do with a 
comparatively small part of an advertising budget. 


84°8°, Total Agricultural readership 


: 
pe 
3 * Includes breed and agricultural 
societies, country hotels, farming 


institutions, agricultural machinery, 
and implement manufacturers, 
livestock shippers, etc. 


** Includes retired farmers, country 
lovers, hunting and riding enthusiasts, 


J A7> TPreR 
gardeners with up to ten acres. °°, Breed Societies*. 


15*°2°,, Non-farmers** 


EMENT DIRECTOR. ILLUSTRATED NEWSPAPERS LIMITED, INGRAM HOUSE, 195. STRAND, LONDON, W.C2 TEMPLE BAR 5444 
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is read by over 


11.000 
FARMERS 
EVERY DAY 


* 


The question of home food production is growing more 
and more important, and now the drive is on to increase 
yields still further. 

In introducing its readers to new methods and new 
mechanical developments in agricul - 
ture, the ‘Eastern Daily Press"’ plays a 
vital part in the life of the community 
it serves. That is why the circulation 
is still going UP. . . That is also why 
the complete agricultural advertising 
campaign features the “ Eastern 
Daily Press "’ high in the media 
list. 


A.B.C. Figures 
* 1954~52,582 
* 1955-55,675 


* 1956—56,036 


Rate 17/6 s.c. in. 


SPECIAL FARMING PAGES 
Every Wednesday and Saturday 


Farmers in Norfolk and North 


Norfolk "England and Wales Per Cent. of 

1. CEREALS Acreage Acreage Total Production Suffolk rely on the market 

WHEAT =... 143.000... 2.204.000... 19% os. sade indies gale 
EE aa? «elas os Sc cv se (cee r * 

a... Ss. ee cl eo <. SO ae ee mae eS 
2. SUGAR BEET renee 413,000 24% tural information given in the 
‘ . .. Sead ee je . al 

3. POULTRY Norfolk Total England and Wales Total : Eastern Daily Press. The 
SAE «: see: ee oe) =| advertising is studied as closely 


RATE CARDS AND SPECIMEN COPIES FROM 


NORFOLK NEWS COMPANY LIMITED 


LONDON STREET, NORWICH e 151 FLEET STREET, LONDON, E.C.4 
Telephone : Norwich 23231 Telephone : Fleet Street 9355 (3 lines) 
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HE Eastern counties, in the 

government definition the 
Eastern Region, comprising 
Norfolk, Suffolk, Huntingdon- 
shire, Cambridgeshire, Bed- 
fordshire, the Isle of Ely, and 
parts of Essex and Hertford- 
shire, also includes Lincoln- 
shire for the purpose of this 
review. 

The region is generally re- 
garded as primarily an agricul- 
tural area in which little, if any, 
heavy industry is to be found. 
While it is true that agriculture 
and fishing play a large part in 
the economy of East Anglia, 
there are, within its borders or 
on the fringes, industrial areas of 
growing importance and whose 
output has made a very consider- 
able contribution to the pros- 
perity of the region. 

Many of its broad acres are 
rural! and farming in character, 
but, notwithstanding, it contains a 
number of flourishing markets 
and relatively highly populated 
areas, chief of which, in terms of 
population size, are Luton, Nor- 
wich, Ipswich, Grimsby, Cam- 
bridge, and the densely populated 
parts of Essex. 


Creating opportunities 

Moreover, since 1945, food 
processing (the canning industry 
and the frozen fish industry in 
particular) has been creating 
opportunities for employment 
previously unknown. ‘They are 
industries relatively new and of 
prime importance, and industries 
for which the prospects of expan- 
sion are particularly good. 

Additionally, to mention but a 
few of the industrial areas, there 
are in Essex the continually 
developing plants and factories 
of the Ford Motor Company at 
Dagenham; the growing indus- 
trial town of Braintree with, not 
far away, the new town of 
Basildon developing its lighter 


industries ; in Suffolk at Bury St. 
Edmunds is the engineering 
industry, manufacturing malting 


and agricultural machinery, while 
a new trading estate is being 
developed for light industry. 


Making the machinery 


At King’s Lynn in Norfolk one 
finds again the manufacture of 
agricultural and industrial 
machinery—and also one of the 
largest fertiliser factories in the 
country. The iron and _ steel 
centre of Scunthorpe has long 
been established, while in another 
part of the area the diesel power 
units of Stamford have brought 
employment to many. At Cam- 
bridge the manufacture of radio, 
television electronic and other 
similar products is a_ thriving 
industry. 

The North of Lincolnshire is 
an area of increasing importance 
to the expanding chemical 
engineering industry. Develop- 
ments have also taken place in 
Grimsby in the creation of home 
and overseas markets for quick- 
frozen fish. 

With increasing diversification 
of industry, East Anglia is becom- 
ing proportionately less depen- 


ADVERTISER'S WEEKLY 


Eastern Counties Survey 


New industries and new techniques for traditional 
industries have been noted by ‘Advertiser’s 
Weekly’ Market Research Team in— 


A fast developing region 


of high prosperity 


dent on the fortunes of one 


industry, agriculture, important 
though that industry remains. 
The steadily rising level of 


activity and prosperity is finding 
reflection in the equally steady 
growth of population. 

In 1950 the population of the 
Eastern Standard Region, accord- 
ing to the Registrar General's 
estimates, was 3,066,972, or seven 
per cent of the total population 
of England and Wales. By 
mid-1955 the figure had risen to 
3,316,000, 7.4 per cent of the 
total population, representing an 
increase of over a quarter of a 
million in five years. 

Some areas increased their 
populations by as many as 10- 
15,000. The growth of Luton, 
although it appears to have 
reached a level in recent years, 
has been remarkable in rela- 
tion to the population as it was 
in 1931—when it could claim 
61,000 inhabitants. By mid- 
1955 the population had nearly 
doubled. 

In a report made at mid-1956, 
the Eastern Regional Board for 
Industry (and although the area 
covered does not coincide pre- 


cisely with the area reviewed, the 
trend is common to both) it was 
stated that the Eastern Region 
continues to grow at a relatively 
faster rate than any other major 
area in the United Kingdom. 

Although employment in agri- 
culture had declined by about six 
per cent between 1948 and 1955, 
the Board said that the numbers 
employed in manufacturing 
industry had risen by 30 per 
cent. 


Amount of labour 


At the end of May last year 
the estimated labour force in the 
Eastern Region was 1,165,000 
strong, consisting of 774,000 men 
and 391,000 women. At mid- 
September last, unemployment in 
the Eastern Region was 9,827, 
with 6,564 men and 3,263 women, 
or 0.8 per cent of the estimated 
total number of employees, com- 
pared with 1.1 per cent for Great 
Britain as a whole. 

As against this figure for un- 
employment, there were at the 
end of August 26,669 unfilled 
vacancies, of which 15,563 were 
for men and 11,106 for women. 


Preparing fruit for canning { 


A phase in canning fruit in an Eastern Counties factory. Canning, 
along with quick freezing, has created big new opportunities for the 


+ 
uly = 


Photo by Lynn News & Advertiser 


region. 


Growth of 
new 
industries 


(THE government has been 
é taking an interest in the 
introduction of new industries 
in the area. 

At the end of July the Presi- 
dent of the Board of Trade stated 
in the House of Commons that 
he was aware of the need for 
some new industry in north-east 
Suffolk and of the desire of a 
number of local authorities there 
to attract industries to their 
localities. He added that the 
Board would continue to bring 
these places to the attention of 
local firms. 


Sacrifice of land 

The desire for diversification of 
industry in some areas involves 
the sacrifice of agricultural land. 
And in the recent public inquiry 
into the London County Council's 
proposals for industrial and resi- 
dential development at Haverhill 
in West Suffolk it has been esti- 
mated that 315 to 350 acres of 
best class agricultural land may 
be wanted. Haverhill, which has 
a population of 4,220, is one of 
the towns where the local council 
has put forward plans, approved 
in principle by the Minister of 
Housing and Local Government, 
to absorb 5,000 workers from 
London in a five-year programme 
of expansion. It is intended to 
control the “import” of labour 
and industry, and the housing 
made available must be for 
London people. 

It is also intended that, in the 
first place, industry which is 
predominantly male-employing 
will be fostered in order to 
balance out the present ae 
parity between available male 
and female employment vacan- 
cies in the area 
In Norfolk, “although plans are 

only at a tentative stage, it is re- 

ported as likely that Thetford, 

with a population of 4,600, will 

follow the example of Haverhill 

in proposing to absorb 5,000 
@ Continued on page 44 
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PETERBOROUGH 
MARKET HARBOROUGH 
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NORTHANTS 


WISBECH 


NORFOLK 


* 
KINGS LYNN 


SUFFOLK 


o . 
. BURY ST. EOMUND’S 


“© NEWMARKET 


e SUDBURY 


ESSEX 


FOR A TEST CAMPAIGN covering INDUSTRIAL or 
AGRICULTURAL areas (or a cross-section of both) 


there is much to recommend the EMAP circulation area. 


If you have not already considered this prosperous area, a discussion with 
us could be most enlightening. 


JOHN NUTTALL, Group Advertisement Controller, 


EAST MIDLAND ALLIED PRESS 


8, Breams ~~ Fetter Lane, London, E.C.4. 
Phone: CHAncery 2555. 


To reach the 


26 High St., Chelmsford 
Tel. 55501 


ESSEX farmer 
ob professional man 
- technician 
higher artisan 


re ES50X Mcekly News 


is YOUR medium 
A.B.C. 25,686 


131 Fleet St., E.C.4 
Tel. FLE 1960 


CENTURION ; 
PUBLICITY LTD. 


Advertising Consultants 

© 

CENTURION Three-in-one 
Duplicating Service 

e 

CENTURION Photographic 
Stencil Service 

e 
A Speedy Service is Guaran- 
teed. Send your work with 

confidence 


23 NORTH HILL, 
COLCHESTER, ESSEX 
TEL: 6396 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


| offered possibilities, 
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Big prospects for the 


ad man in 


workers from London 

The East Anglian centre of 
Bury St. Edmunds may put for- 
ward similar expansion proposals 
after further exploratory talks 
with the London County Council, 
who have already stated that they 
are interested in the growth 
of other towns in the region. 
Bury St. Edmunds has the dis- 
tinction of being the site of what 
is believed to be the largest sugar 
beet factory in the world. 

As regards the London County 
Council’s scheme for Grantham 
in Lincolnshire, the Minister of 
Housing and Local Government 
has refused, for the time being, 
the council's request that they 
should be allowed to continue 
negotiations for expansion there. 
There is a possibility that the 
local authority will go elsewhere, 
and according to reports at end- 
September, it was suggested that 
Birmingham and Manchester 
and that the 
mayor would attend a conference 


at Birmingham, at which the 
Midlands overspill problem 
would be discussed. A town of 


diversified industries, Grantham, 
is particularly renowned for iron- 
founding, malting and agricu!- 
ture. 


Atom power 
project 


ANOTHER very important 

development in the region 
will be the establishment of the 
planned nuclear power station 
at Bradwell in Essex. 

According to an announce- 
ment of the Central Electricity 
Board, the Minister of Fuel and 
Power has now given his con- 
sent for this, and it will be the 
first large nuclear power station 
designed specifically for public 
electricity supply, and the first of 
the 12. stations envisaged in 
the White Paper of 1955. It is 
hoped that construction work will 
Start early next year. 

Although the pattern of farm- 
ing varies considerably from 
county to county in the Eastern 
Region, there are similarities. 
For example, while, according to 
estimates, 29 per cent of the 
Strawberries in the country are 
grown around Wisbech they also 
grow (and are grown equally well) 
around the market town of Hol- 
beach in Lincolnshire. 

The pattern of the Eastern 
region is one of varied agricul- 
tural and industrial occupations ; 
the picture is one of steady econo- 
mic development. In an area 
rapidly increasing its population, 


| one can find industries as diverse 


as the shoe or food manufactures 
of Norwich, the chemical engin- 


this region 


Spotlight 
on 
King’s Lynn 


NORFOLK port with a 

population of over 26,000. 
King’s Lynn might well be de- 
scribed as the “capital” of West 
Norfolk, for it is the only large 
town for many miles around. 
While it is famous for its old 
world charm, it can boast of 
much more than its innumerable 
links with the past. 

Within its boundaries are 
flourishing and vigorous busi 
nesses mainly connected with the 
soil and the sea. The port can 
accommodate vessels of up to 
3,000 tons cargo dead-weight. 
and the geographical situation of 
the port makes it a natural junc- 
tion for traffic passing between 
the Midlands, the Baltic and 
such continental ports as Antwerp, 
Hamburg and Rotterdam. About 
1,000 ships and half a million tons 
of cargo pass through the port 
every year. 

Imports into King’s Lynn in 
clude oil and petroleum, sawn 
timber, fertilisers, Canadian and 
European wheat, fruit, vegetables. 
and food provisions, agricultural! 
machinery, flower bulbs and 
wines and spirits. Chief exports 
are motor cars, lorry chassis, iron 
and steel, motor cycles, barley. 
wheat, raw and refined sugar, 
building materials and coal. 

During the past five years, 
imports of oil and petroleum 
have increased by 72 per cent, 
and in the hope that this trend 
would continue a new £24,000 
jetty has been constructed to 
meet this demand. A steady 
increase in the export of cars, 
lorry chassis and vans has 
brought present tonnage to 

around 2,000 a year or 1,500- 

1,600 vehicles. 

The main manufacturing indus- 
tries (most of which expanded 
considerably in the decade before 
the war) are fertiliser production, 
sugar processing, food canning 
and engineering. 


eering industry of north Lincoln- 
shire, the fishing interests of 
Grimsby, Great Yarmouth and 
Lowestoft, the wireless equipment 
industry of Cambridge or the 
motor vehicle industry of Luton, 
the iron and steel industry around 
Scunthorpe, and the agricultural 
engineering of Ipswich and Lin 
coln. 

This is a region which provides 
many marketing opportunities, 
and, to the discerning advertiser, 
promises many more. 
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EASTERN COUNTIES 


From a man-on-the-spot 
comes a report of— 


A first-rate market 
for any advertiser 


By R. S. STEPHENSON, 


group supplements editor, East Midland Allied Press. 


HE combination of modern 

industry and antiquity, 
business and pleasure, and a 
close link between agriculture 
and industry forms the general 
make-up of that section of 
England known as the Eastern 
Counties. 

Signs of prosperity are to be 
found practically everywhere. 

In the agricultural field many 
records have been established. 
The national and world record 
for barley production was set up 
last year near Wisbech in Cam- 
bridgeshire with 61.17 cwt. per 


acre; the national production per 
.”, 


acre averages 22 cwt. ; 
The second largest English 
county, Lincolnshire, is primarily 


an agricultural community and 
many people visiting such little 
towns as Stamford, Spalding, 
Boston are surprised to learn that 
other industries absorb a con- 
siderable percentage of the popu- 
lation. 

Stamford is a town of much 
charm. On passing through 
(and thousands do, for it is on 
the Great North Road) there 
is practically no sign of indus- 
try, but in and around it are 
factories producing diesel 
power units, hand-made facing 
bricks, dolls, furniture, clothing 
and agricultural machinery. 
Nearby is Ketton, famous for 
its cement. 

Not far away is Boston, with 
its famous “Stump” and port into 
which comes shipping from the 
Baltic, continental and North 
American coasts; timber is an 
important trade. During the past 
year Boston handled a total of 
1,006 ships and during the Sep- 
tember quarter of 1955, 301 ships 
and 153,438 tons of cargo were 
handled—a record period. 


Labour in demand 


Dominating its own “Soke” is 
Peterborough, probably one of 
the most progressive cities in the 
Eastern Counties; a cathedral city 


in which labour is in great 
demand and where pay packets 
are bigger than ever before. 


Engineering in a very big way, 
combined with agriculture, brick- 
making, sugar beet, railways, 
clothing and numerous other in- 
dustries provide such a diversity 
of industry that a city like Peter- 
borough could never really suffer 
from a depression. 

And housewives are 


sharing in this prosperity. It is 

estimated that Peterborough’s 

housewives are spending over 
£14 million over the counters 
every year. 

In West Suffolk there are some 
unusual occupations such as flint- 
knapping and brocade weaving. 
The county town is Bury St. Ed- 
munds where the industries in- 
clude brewing. agricuitaral | 
machinery, chocolates, car bodies | 
and clothing. 

A few miles away is Sudbury, 
a market town and the second 
largest shopping centre in West 
Suffolk. It is noted for its fine 
furnishing brocades and silk, and 
other industries include corsets, 
malting, brick-making and lime 
burning. Lying in an agricultural 
belt of West Suffolk is Royal 
Newmarket, headquarters of the 
turf and the centre of the blood- 
stock breeding industry. In the 
post-war period many light indus- 
tries have been introduced to the 
town, all carefully selected so as 
not to interfere with the main in- 
dustry—racing and breeding. 


Range of industries 


In the midst of the timber-fell- 
ing and woodworking district lies 
the little Breckland town of Thet- 
ford where light industries in- 
clude traffic aids, radio compon- 
ents, pulpware, canning and elec- 
tro-plating. 

Stowmarket is another small 
town with a considerable amount 
of industry for its size—industrial 
and decorating paints, lawn and 
motor mowers, grey iron castings. 
polish, alloy, timber and malt 
products. It also has a straw- 


board factory, the only one of its | 


kind in the country. 

From the small towns to the 
big towns—Norwich, capital of 
the county of Norfolk with a 
population of 126,000,a shopping 


centre for more than 500,000 
people. 
At the head of the Orwell 

estuary is Ipswich, where 


thousands are employed in the 


manufacture of agricultural im- | 


plements, engineering, fertilisers 
and maltings. And on the coast 
of the Eastern Counties are the 
popular holiday resorts to which 
crowds from the Midlands flock 
on day trips and annual holidays 
Great Yarmouth, Clacton, 
Lowestoft, Felixstowe, Hunstan- 
ton, Cromer, Sheringham, Skeg- 
ness. 
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WITHAM 
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CHELMSFORD : 


Rogge od 


The Essex Chronicle 


London Office : 80 FLEET STREET, E.C.4 Tel. CENTRAL 7500 
98 HIGH STREET, CHELMSFORD Tel. CHELMSFORD 4631/2 


A young agency 


with a special knowledge 
of marketing and selling 


in East Anglia. 


BARRY SKRINE ADVERTISING LTD. 
17-19 Head Street, Colchester. Tel 2006 
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GREAT 


the 
PREMIER PAPER 
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AGRICULTURAL AREA 


LINCOLNSHIRE 
STANDARD 


SERIES 


agricultural 


WIDE BARGATE 


ei. 


A.B.C. 


CERTIFIED WEEKLY NET SALE 


51,167 


Read by practically 100 per cent. of the 
community in 
circulation area. Also the most popular 
weekly in industrial towns and well- 

known seaside resorts. 
Indispensable for covering England’s 
Second Largest County. 
HEAD OFFICE : 
BOSTON 
Telephone Bostor 
LONDON OFFICE : 
REYNOLDS. 
Telephone: FLEet Street 5453 


its wide 


2291/2/3 


69 FLEETSTREET 


LINCS. 


WE SUPPLY 
U.S.A. CATALOGUES 


OF PRODUCTS SIMILAR 
TO YOURS... FROM 
U.S.A. COUNTERPART | 

FIRMS 
YOU tell us what products and cata- 
logues you are interested in—we obtain 
and send them to you. You receive | 
from 50 to 200 catalogues per year—elso 
price lists, sample products, sales 
bulletins, etc. Free descriptive bulletin 
sent on request. 


ESTABLISHED 30 YEARS 
CONTINUOUS CATALOGUES SERVICE 


Dept En-S4b, 684 Broadway 
New York 12, N.Y., U.S.A. 


We have a few choice territories open for 
representation. 


Founded in 1908—the First Journal | 
to Serve the Industry. 


THE TOY TRADER 
& EXPORTER 


‘The 
‘Grantham 
Journal 


Circulating 


five East 


through 


Midland 


counties and serving 


a public representa- 


tive of ru 
ing and 


interests. 


(Members A.B.C.) 


MEANS BUSINESS sc ycustaeet,< 


TREET, GRANTHAM 


Rate Card and Specimen Copy } 
from 


CHANSITOR HOUSE, | 
Chancery Lane, London, W.C 2. 
Tel.: Chancery 4569. 


(Grantham 1080) 


ral, sport- 


industrial | 


VALUE IN ADVERTISING 


Advertisement Manager 
James H. Watson 


London Representatives : 
Will Kitchen Jnr., Ltd., 131 Fleet St., E.C.4 
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Norwich—eity of high 


incomes and initiative 


By RALPH M. GRAY, 


industrial correspondent, Eastern Daily Press. 


MID all the industrial 
development which has 
marked the Eastern Region of 
England as one of the most 
progressive parts of the country 
in manufacturing and commer- 
cial enterprises since the war, 
Norwich has been an out- 
standing example of business 
initiative in the last 10 years. 
What helps to make this city so 
important a provincial market for 
national products are the incomes 
of an unusually high proportion 
of wage earners in its population 
—one of 150,000 or so when cal- 
culating its urban suburbs. 
Among these wage earners are 
the thousands of wives and 
daughters in the shoe factories 
(fashion shoes represent its staple 
industry, keeping 10,000 opera- 
tives in full employment), the 
chocolate works, the food pro- 
ducing concerns, and working for 
the electrical apparatus producers. 
So great is the demand for 
skilled shoe workers there are 
large numbers of wives doing 
operations in their own homes. 
| Steel is successfully fabricated, 
and flourishing, too, are the big 
| 


works where 3,000 men are pro- 
ducing Scott winches for the 
world’s ships as well as intricate 
electrical gear and apparatus for 
the Admiralty. 

From Norwich come chocolate 
boxes by the million, wire-netting 
by the hundreds of miles, count- 
less cartons of mustard and food- 
stuffs, soft drinks, electronic 
organs—and marine and domestic 
water heaters by the thousand. 

More than average earning 
power is represented by all this 
variety of continuous employ- 
ment. 

It was, perhaps, the misfortune 
of war which has made Norwich 
such a vital field to the advertiser. 
Its homes demolished or partially 
wrecked by bombs were counted 
in thousands. But a vigorous re- 
development programme has been 
responsible for a local trade 
boom. 

The great fillip given to the 
radio trade by the recent estab- 
lishment of a _ new television 
station at Tacolneston (10 miles 
to the south of Norwich) is about 
to be followed by the introduc- 
tion of V.H.F. broadcasting from 
the same station at the end of the 
year. 


lita 


Above: 


| { Ipswich tregetormainen scene | 


adh Se, 


A site at the Woodivides Road corner of St. Margaret's 
Street, Ipswich, before Mills & Rockleys Ltd., got to work on it. 
The land belongs to the Ipswich Corporation who co-operated in 
laying out the site so that it now looks as below. 
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THESE DISPLAY STANDS ATTRACT SALES... 


Made to measure by METAL, BOX 


PRICES RANGE FROM 15/ TO £3 EACH 
depending on the quantity required 


Manufactured by the Metal Box Company from steel sheet, 
these display stands are printed in arresting colours, are 
easy to keep clean, and have a long life. Repeat orders have 
proved their success. With three art studios and a colour 
photography studio Metal Box will willingly design and 
submit to you a prototype in colour to suit your particular 


requirements. Please write to-day to:— 


THE METAL BOX COMPANY LIMITED 
M Calendars, Novelties, Tablets, Trays and Displays 


THE LANGHAM - PORTLAND PLACE - LONDON W.1 


y 


SCROLL PENS 
Stands 9” across corners x 174” high, 20” 
high including display plete. 
TRICO FOLBERTH 
Dispenser 143” wide x 14” back to front 
x 112” high. 
MARCHON PRODUCTS 
Stand 14” wide x 9” back to front x 30” 
high at back, sloping to 264” at front, 
Overall height including display plate 364”. 
TELAMITE LTD 
Stand 184” wide x 21” back to front at base, 
sloping to 6” back to front at top 332” high 
204” wide including pockets x 45” high 
overall, including display plate. 
HOLLINS BRUSH CO. LTD 
Stand 174” wide x 9” back to front x 49” 
high 23” wide including pockets x 524” high, 
including display plate. 
ENGLISH SEWING COTTON 
Stand 15” wide x 13” back to front 
x 124" high. 
W. & R. JACOB 
Stand 30” wide x 17” back to front at base 
sloping to 54” back to front at top x 38” high. 
Overall height including head plate 41” high. 
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ROM time to time, up 
crops the unusual 

and succeeds. Our choice this 
month proves the rule, for we 
first came across the illustra- 
tion, quite unsuspectingly in a 
trade magazine, the IRONMON- 
GER. But the moment we saw 
it, we had to get an original 


Photograph of 
the Month—3! 


print for the monthly adjudi- 
cation panel to consider. And 
out it comes, in due course— 
incidentally, a unanimous 
first choice. 


There is no denying that the 
general standard of trade press 
advertising photography is 
pretty high, although neces- 
sarily, one would think, limited 
by the narrower scope of sub- 
ject matter. It has seldom, if 
ever, happened before that a 
picture from this source has 
won much, recognition in wider 
spheres. 

We are especially pleased 
therefore to have this chance 
of including this type of 
material in this particular 
feature—and all the more so 
since the agency concerned is 
one of the smaller variety 
which produces its own photo- 
graphy into the bargain. 


Those responsible 


The photograph belongs to an 
advertisement by the United 
Wire Works Ltd., of Edinburgh. 
the account being handled by J. 
Peers and Associates Ltd., whose 
chief photographer, Ronald 
Eames, did the necessary with the 
camera. 

There was a predecessor in this 
series of unusual presentations of 
wire mesh which showed the 
photograph of a man wearing a 
check sports coat... until you 
looked a good deal closer when 
it turned out to be made of wire 
mesh, 

The present example is, shal! 
we say, somewhat more 
glamorous. In the words of the 
copy that goes with it: 

“Do you really need «a 
Yashmak to remind you that 
the firm to contact is United 
Wire? The prospect is delight- 
ful, we know...” 

We found the conception of 
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the picture’ delightful, too. 
Although the veil might be 
“plain weave 16 mesh, using 26 
gauge wire” (which it is anyway) 
it looks completely natural. If 
the first intention was to fool the 
viewer, then the photographe: 
has succeeded admirably. 

His top side lighting has 
achieved a_ softening effect 
which careful placing of the 
wire mesh round the girl’s face 
has definitely enhanced. It was, 
in fact, one of those arrange- 
ments where careful positioning 
paid handsome dividends. That 
is the real story which this 
month’s choice has to tell. 
Once the main light was 

settled, only the conventional 


fill-in was necessary to stop the 
shadows from blocking up. The 
rest was reasonably straightfor- 
ward. 

This photograph, with its large 
head, cut-off style, is very 
reminiscent of Helmar Laski in 
his heyday. The cut off at the 
top and left of the head provides 
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a strong diagonal composition 
running through the left eye. 
nose and mouth, which adds 
greatly to the forcefulness of an, 
facial presentation. 

The print submitted was a rea! 
beauty, rich in tone scale and 
with that sparkling quality whic! 
we see all too seldom these days 


i the first issue of each month ADVERTISER’S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER’S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something ? 
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When Adrian Flowers was asked to photograph ice cubes for Monsanto 
Chemicals Ltd., he and the advertising agency. Foote, Cone & Belding Ltd., 
were faced with some tricky problems. 

The first of their troubles—that of obtaining crystal-clear rendering — 
was neatly solved by making the cubes from distilled water. And the 
all-important question of a suitable presentation was eventually settled by 
showing the ice ‘untouched by human hand’. Finally, when studio 
lighting had failed to give the desired result, daylight provided a simple 
and effective answer. 

Choosing the right film was really no problem at all. The clarity, 
sparkle and subtle detail were perfectly recorded on Ilford FP3 to make 
a picture that earned the distinction of being selected as the Advertiser's 
Weekly “Photograph of the Month” for October. 


ILFORD FPS 


FLAT FILMS ROLL FILMS 35MM FILMS 


ILFORD LIMITED ILFORD LONDON 
Trade Showroom: 106/107 High Holborn, London, W.C.1 
Telephone: HOLborn 01 
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price 10 Gns. 


per copy, including the present 
report and the report to be published 
3 months hence, the two together 
covering the period April— 
December 1956, and including the 
full yearly quota of 16,000 interviews 
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ADVERTISER'S WEEKLY 


NATIONAL READERSHIP SURVEY 


However readership is defined, estimates as exact and as up-to-date 


Previously available surveys have been based 


on the assumption that readership patterns 


Mo 


I 


meee cstablished over a limited period were valid 


' 


® throughout the year. This assumption has 


never been verified. The new survey will 


ail . . 
mw therefore be carried out continuously, the 
on 


=. results being published quarterly. Each 


te. . . . 4 
- quarterly publication will be complete in 


N 


= itself, but obviously will gain enormously 


“ee in value by allowing comparisons to be 
ee 


ma 
ayes 


a: made and trends to be noted with a time 


pee 


~eam lag of only 3 months. 
WES: 


= Other considerable advantages also ac- 


eR: 


sce canal 


as possible of the readership of daily and Sunday papers, and of weekly 
and monthly magazines, are the foundations of every major press 
advertising campaign. In the new I.P.A. National Readership Survey 
now ready for publication, the work so successfully done in 1954 is 


carried on in the new continuing form. 


The case for a continuing survey 


crue, and these are discussed in detail 
in the introduction to this first report. 
Changes in methods following carefully 
thought-out experiments have resulted 
in important—and perhaps unexpected 
—alterations in the figures of readership 
of some classes of media. These methods 
are fully discussed in the introduction. 

The I.P.A. believes that in starting pub- 
lication of this continuing readership 
survey it is assisting advertisers and their 
agencies to maintain high standards of 


assessment in the selection of media. 


FIRST REPORT TO BE PUBLISHED IN 1956 a 


Ba Sue ae 


PUBLICATION DATES THEREAFTER — QUARTERLY 


a 


| es 51 es 
ee 
4, 
" ee 
ee | 
j , TS 
é | 
= FC 
aA es | 
: —_ EE 
3 irene 
—s e— e—“(‘CSO_CT.C(C 
——=—=~—OsS™ | 
apne 
—————— 
SC The Institute of Practitioners in Advertising. 44 Belgrave Square, London, SW1 
YTrouwuwhHR CoYrewyT TZTOYDAW 


ADVERTISER'S WEEKLY 


Wallpaper 
and 


Paint 
Retailers’ 
Journal 


Advertisement Department: 
One Arundel Street, Strand, 
London, W.C.2 

Telephone : COVent Garden 1612/3 


COMPLETE COVERAGE 


The Journal is published by 
the Wallpaper & Paint Re- 
tailers’ Association of Great 
Britain. It is distributed to 
the Proprietors or Managers 
of all Retail Wallpaper & Paint 
Shops known to the Associa- 
tion whether they be Members 
or not. 

The Wallpaper & Paint Re- 
tailers’ Journal thus gives a 
uniquely complete coverage 
of these vital Retail Outlets. 


AND 


engineer. 


EMMOTT & 


Ml 


Mechanical World 


ENCINEERINC RECORD 


The perfect medium for a direct message from 

manufacturer to user in the Engineering Industry, 
j this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY 
31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: SO TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


WESSEX FILM UNIT 
Will put you in the picture! 
* IN COLOUR) + WITH SOUND 
*%WITH ACTION WITH INTEREST 
Advertising, Instructional and 

Technical Producti 1 


37 Queen Sq., Bristol, |. Tel. : 28587 


For Colour 
GIANT TRANSPARENCIES 
DYE TRANSFER PRINTS 
EKTACHROME PROCESSING 
DUPLICATE TRANSPARENCIES 
FLEXICHROME PRINTS 
CARBRO PRINTS 
Contact 
STUDIOS FIFTY-ONE LIMITED 
14, GREEK STREET, LONDON, wW.!. 
PHONE GERRARD 0016 (5 lines). 


HENDON 
BILLPOSTING 
COMPANY 


37 SPRING STREET w. 2. 


| 


Most of the teolly 
goorl ENLARGEMENTS: 
madd by 


AUTOTYPE. 


AUTOTYPE COMPANY LTD., 
Brownlow Rd., London, W.13. Ealing 2691 | 


LIMITED 


IL 


iW 16 


covered throughout 
Beds, Herts & Bucks 


| 

| by the Home Counties 
Newspapers Group of 
eleven 

! 


| | The 1,000 square miles 


individual local 
newspapers is a proved 
testing area. All test 
campaigns have shown 
that the area is one of 
the richest and most 
fruitful in the country. 


> 
% 
i] 


resented in London 

ill Kitchen jr. Ltd. 
Fleet Street, E.C.4 
me FlEet Sc. 1960 
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Making plates the new 


way—in 10 minutes 


[HAT there may well come 


a time when the office boy 
will be knocking off a few litho 
plates in between making the 
office tea and taking it round, 
is not such a pipe dream as it 
may at first seem. When 
Kodak held a special demon- 
stration recently at Kingsway, 
the possibility became all too 
apparent. 


The making of an actual litho 
plate, ready for the run, was done 
in 10 minutes and with next to 
nothing by way of special 
apparatus. And what there was 
of it—a vacuum printing frame 
mainly—would have taken even 
the office boy all his time to 
knock to rack and ruin. 


End of mystery 


In just the same way as Kodak 
took the mystery out of snap- 
shooting for the man in the street, 
so it now looks as if they pro- 
pose to follow suit with block 
making. The Lithofoil pre- 
sensitised plate does away with 
the mystic whirler; it will stand 
up to any kind of manhandling; 
and the process of development 
is one of sheer routine. 


Kodak visualise an increase 
in advertising by firms smaller 
than the cosmetic and deter- 
gent concerns on the go at the 
moment, and they foresee a 
time when the smaller adver- 
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| 
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This study by 
Noel Mayne was 
designed to sell a 
fashion fabric in 
the export market. 


by BEN FREEMAN 


tiser will hand over his own 

plates for printing. 

It looks as though the profes- 
sional photographer had better 
set up a separate department to 
produce the litho screen nega- 
tive for his client at the same 
time as he produces the original 
photograph itself. Perhaps in 
self-defence, it might be as well 
for us to weave an air of mystery 
round screen neg. making, Or 
perhaps, better still, we had better 
lay on the litho plate making ser- 
vice as well and leave half-tone 
and gravure plates to the regular 
process men. 


The outlook seems to be one of 
early morning mist—clearing but 
slowly. 

7 * + 


WHEN THE Caplin people 
decided that the overseas adver- 
tising of one of Marshalls’ fabrics 
should depart from the usual type 
of fashion picture, still life treat- 
ment automatically became ruled 
out because the fabric was un- 
patterned and, short of the sheen, 
there was nothing left. 


On the other hand, the fabric 
had to be prominent in the 
picture. Mark Titton, the art 
director, decided that native dolls 
suitably dressed in the fabric, 
could form the basis of a picture 
acceptable overseas generally 
whereas, if live native models 


@ Continued on page 53 
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PHOTO- 
GRAPHY 
IN 
ADVER- 
TISING 


—continued 


ifter all the care- 

ful preparations, it 

was an un-booked 

dancer who finally 

got into the “Little 
X” picture. 


were used, it might well have 
been a very different story. 

Noel Mayne of Baron Studio 
did the photography in high key 
and still with enough soft detail 
in the fabric to give it the right 
appeal. The dark faces of the 
little dolls provided a rich con- 
trast. The white background was 
the art director's idea. The 
arrangement of the figures was a 
bit tricky—half a dozen different 
positions were tried—and the 
picture finally made the overseas 
editions of the fashion magazines 


Unexpected trouble 


Every picture tells a story, or 
so they used to say. The only 
trouble was that the real story 
sometimes lay hidden beneath. 
Let us take another Noel Mayne 
picture as an example . . . the 
“ Silhouette Little X” figure re- 
produced herewith. It just goes 
to shuw what can happen to the 


photographer when he thinks 
things are most likely to be 
straightforward. 


No real difficulty was antici- 
pated in getting this live action 


shot if a professional dancer 
model was used. But to Mr. 
Mayne’s dismay, the dancers 


tested had great difficulty in co- 
ordinating arm and leg move- 
ments into the required position. 
And when, by happy accident, 
such co-ordination did occur, the 
sense of effort that became appar- 
ent and the facial expression that 
went with it, defeated the whole 
object. 

In sheer desperation, another 
dancer who happened to be in the 
studio at the time and had been 
booked for an entirely separate 
sitting, was asked to try. With 
seemingly effortless ease she 
produced enough “Little X” 
jumps for 36 shots straight off 
the reel. 

Which only goes to show. .. . 

* . * 


THe Johnson Photographic 
Year Book for 1957 makes some 
interesting departures with its 
exposure tables. From 1950 until 
this year it was based on British 
Standard 935 of 1948. But the 
safety factor was unnecessarily 


generous and the arrangement of 


the traditional subject groups 
was not entirely satisfactory. The 


ADVERTISER’S WEEKLY 


For Advertising in: 


SCANDINAVIA 
HOLLAND 
U.S.A. 
CANADA 
LATIN-AMERICA 
WEST, CENTRAL and EAST AFRICA 
BRITISH WEST INDIES 


call 


POWERS 


For Top Media 


1957 calculator is based on the | 


recently published American 
Standard Exposure Computer 
which, it seems, will probably 
form the basis of a BS revision. 


{ Photo of month | 
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1 
CLOTH 
THE UNITED. WIRE WORKS LIMITED 
bhi Ae 
oe Oe ba OT are Pees y 
het Se CRANK famet 


This is this month's selected 
picture (see page 48) within the 
context of an advertisement. 


JOSHUA B. POWERS LTD., 


| International Publishers’ Representatives 
14 COCKSPUR STREET, LONDON, S.W.1. 
Tel.: WHitehall 3366 


You can do with 


| . . . layouts and adaptations, 
| ‘stats’ on demand, accurate 


a Grant 


photocopies, enlargements and 


reductions . . . you can prepare 
negatives for plate-making and 
blockmaking .. . 

This precision-built optical 
instrument (camera, enlarger, 
copier, visual aid in one) will 
revolutionize your timetable, en- 
able you to get through more 
work in less time, with better 
results, and to allocate confid- 
ently to assistants duties you 
now feel compelled to perform 
in person. Why not ask for a 
| demonstration of this astonish- 

ingly versatile machine ? 

Grant Production Co. Ltd., 

4 Rathbone Place, London, W.1 

(Museum 8717), 47 Cornwall 

Street, Birmingham, 3 (Central 

4131). 


The new 
dual-purpose Grant 
showing extra lamps 
in operation. 
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ADVERTISER'S WEEKLY 


MORE than a touch of 
Holland came to Bergen 
recently when the department 
store of A/S Sundt & Co. 
organised a “Dutch Week.” 

The event was arranged in co- 
operation with the Nederland- 
Noord-Europa Instituut in Rot- 
terdam, an institution for the pro- 
motion of cultural and trade rela- 
tions between Holland and Scan- 
dinavia. ; 

Both the inside and the outside 
of the six-floor store in the centre 
of town had been decorated in 
typically Dutch fashion, and the 
“Week” was well received by 
members of the public—who 
visited the store in large numbers 
throughout the period. For the 
firm, “Dutch Week” was a success 
—both financially and so far as 
publicity was concerned. 

The following represents what 
the publicity manager has had to 
report about it: 

“As early as this spring our 
buyers went to Holland to con- 


FOCUS OW 
NORWAY 


tact Dutch suppliers — both old 
and new connections of the firm 
—and later the head of our 
window-dressing department and 
myself went along to get new 
ideas. 

“The original intention was 
that this ‘Week’ should be 
arranged along somewhat the 
same lines as the ‘French Week’ 
held two years ago. But as our 
plans took shape the scope had to 
be widened. 

“The fact was that the Dutch 
showed a great interest in giv- 
ing the people of Bergen not 
only a glimpse of Dutch pro- 
duction along the broadest pos- 
sible lines, but also some idea 
of the geographical and cul- 
tural characteristics of the 
country. 

“It was therefore decided that 
the arrangements should include 
typically Dutch goods not stocked 


NORWAY’'S OLDEST NEWSPAPER 


PMdresfeavifen 


Founded 1767 


TRONDHEIM— 
PIVOT OF NORWAY 


Trondheim, the ancient capital of 
Norway, and still the central focal 
int through which almost all North- 
uth trade passes, is today a city of 
some 80,000 inhabitants, and centre of 
a prosperous and developing area. 
Adresseavisen covers the whole of this 
region, and its high journalistic reputa- 
tion and consequent intense readership 
give added impact to your advertising. 


Modresieavifen. 


TRONDHEIM 
One of Norway's most widespread news- 
papers. Audited Circulation ist quarter 


Exclusively represented in U.K. by 
JOSHUA B. POWERS LTD. 


14, COCKSPUR ST., LONDON, S.W.! 
Tel: WHitehall 3366 


Norwegian and Dutch trading interests 


recently got together to promote sales 


in a big Bergen department store 


DecemBer 7, 1956 


Two-nation co-operation 


to boost imports 


One of the parades of Dutch fashions which took place at the estab- 
lishment of A/S Sundt & Co., in Bergen, during the course of “Dutch 
Week.” 


by us. We agreed to find room 
for various other display items 
from Holland—such as, for in- 
stance, a model of the Zuider Zee. 

“The week preceding the open- 
ing was hectic, to say the least, 
because most of the material (and 
some of the goods) did not arrive 
until the last possible moment. 
Our display staff had very little 
time—and no little work is in- 
volved in dressing 14 windows 
plus the exterior and interior of 
the shop. It was all accomplished 
inside five days. 

“On the Saturday morning of 


Yollandsk Uke hos Sundf 


the ‘Week’ the Netherlands Am- 
bassador Jhr. M. P. M. van Kar- 
nebeek, paid an official visit, and 
was shown around by director 
Sundt. At the same time the store 
was honoured by visits from re- 
presentatives of the Nederland- 
Noord-Europa Instituut, among 
the visitors being Dr. Dutielh and 
director Baars, the director of the 
institute, who was our liaison 
officer in Holland. 

“During this afternoon the am- 
bassador was the host at a small 
cocktail party given for pro- 
minent citizens of the town, the 


3 


A reproduction of 
one of the many 
advertisements 
placed in the 
“Bergens Tidende”’ 
to inform the 
public of details 
about “Dutch 
Week.” 


press, agents of Dutch firms, etc. 
Every morning Dutch cultural 
films were freely shown at the 
Ole Bull theatre. 

“Many fashion shows were 
held for the benefit of the staff, 
customers and special societies. 
In addition to the shows in the 
shop (which were open to the 
public) our mannequins appeared 
at private shows held at two 
hotels. 

“One of the biggest attractions 
of the ‘Week’ was the giant mode! 
of the Zuider Zee constructed by 
two Dutch technicians who came 
along specially for the purpose. 
More than five metres in diameter 
it took a total of 700 litres of 
water to fill the ‘sea’ and the 
‘canals.” Another feature which 
will probably be long remem- 
bered by the public was the 
group of five girls who wandered 
round the shop in Dutch nationai 
costume. 

“We were anxious to see 
what the reaction of the public 
would be to all this and were 
pleased to find that it was the 
best possible. Customer visits 
and sales statistics were both 
considerably above the corre- 
sponding figures for the ‘French 
Week’ two years ago. 

“We were also left: with the 
impression that the public liked 
the Dutch goods—particularly the 
linens and ladies’ clothing, the 
two departments upon which we 
had placed most emphasis.” 


The A/S Sundt store at night 
during “Dutch Week.” 
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Advertis'ng representatives: 
JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, S.W.|. 
Telephone: WHitehall 3366 


Aftenposten’s unique position as an 
advertising medium is due not only to 
its large circulation, but also to the 
composition of its readership, as is clear 
from the extracts already cited from 
the market analysis. 


In Oslo, where the paper covers 70% 
of all households, it reaches al! social 
groups. Our considerable sales in 
other parts of Norway cover in the main 
the more well-to-do and influential 
circles in Norway's other towns. 


sate, AFTENPOSTEN 


Norway’s leading advertising medium 


Cover SWEDEN 


‘AA 


For the second half of 1955, A & A magazines SE (Look). A news journal in pictures. 


had a combined net sale of 2,285,821. The largest of the men’s magazines. 
The total number of households in all Dramatic and popular style. 


Sweden is 2,385,138—proof enough that =. veeu O.REVYIN (The Weekly Review). 
A & A magazines give complete national A modern family magazine with many 
coverage. special features. 


ARET RUNT (Throughout the Year). 
Now the largest weekly magazine in Scan- 
dinavia. Family appeal. 


VECKO-JOURNALEN (The Weekly 
Journal). Attractively produced. Sweden's 
most distinguished weekly. 


HUSMODERN (The Housewife). A 
national women's weekly covering every 
aspect of feminine interest. 


DAMERNAS VARLD (The Woman's 
World). Essentially the magazine of today 
for the modern woman. 


NATIONALLY through 
MAGAZINES 


HELA VARLDEN (The Whole World). 
A family magazine with widespread popular 
appeal. 

BILDJOURNALEN med nodjes- 
revyn (illustrated Journal). Women's in- 
terests. Incorporates ‘‘Entertainment Re- 
view"’. ' 
LEVANDE LIVET (The Real Life). 
Carries tales of adventure and sporting 
features appealing to men. 
TEKNIKENS VARLD (The Technical 
World). The largest popular technical 
magazine in Scandinavia. 

Bonniers Manadstidning med EVA 
(The Swedish Vogue). Most attractively 
produced women’s monthly. 

ALLT | HEMMET (Everything in the 
Home). Sweden's new monthly magazine, 
catering for every aspect of home life. 


AHLEN & AKERLUNDS FORLAG 
London Office: FRANK L. CRANE, 69 FLEET STREET E.C.4 Phone: FLEet St. 2811 


ADVERTISER'S WEEKLY 


adeliuing «uv NORWAY 


A valuable circle 
of readers 
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ADVERTISER’S WEEKLY 


ANOTHER 
GREAT ACHIEVEMENT 


On November 23rd 1956 
we published the 
5000th Number 

of the 


GAniverse 


The Great Family Newspaper 


ABC Net Sales Jan.-June 1956—281,107 
and still rising 


No spacebuyer can afford to ignore the 

Universe in any schedule which aims at 

a coverage of households of above average 
_ income groups. 


A wide circle of National Advertisers 
have proved it. 


The I.1.P.A. Readership Survey showed 
the following comparison of AGE 
GROUPS : 


National 
Universe Papers avge. 


60% 53% 
40% 47% 


16-44 
45 upwards 


Aniverse 


Enquiries to: 
Advertisement Manager: W. W. Reilly 


FIELD HOUSE, BREAMS BUILDINGS, 
LONDON, E.C.4. 


Telephone: CHANCERY 5216. 


DeceMBeR 7, 1956 


POS Se Oe Pie PPR PE Pee PR 


The Christmas Number of 
SUNDAY COMPANION 
carried a record number of 
Advertisement pages 


mace 


SUNDAY COMPANION 


Read for 62 years by members of 
all the Protestant Denominations. 


4d. WEEKLY 
NET SALES 129,373 
PAGE RATE £130 


Advertisement Director, The Fleetway House 
Farringdon St., London, E.C.4 Central 8080 
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People of Influence 


To reach the many people of influence connected 
with Church affairs there is no better medium than 


CHURCH TIMES 


WHICH HAS EASILY THE LARGEST CIRCULATION 
OF ALL CHURCH OF ENGLAND NEWSPAPERS 


The CHURCH TIMES is read by Church people 
of every shade of opinion who like to keep abreast 
of what the Church of England is doing. Its 
readers include influential lay people—many 
concerned with the education of children—who 
are financially able to further their aims. 


A specimen copy and Rate Card will gladly be sent 
on application to the 


Advertisement Manager, 
CHURCH TIMES, 
7, Portugal Street, London, W.C.2 
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ADVERTISER'S WEEKLY 


Survey of the Religious Press 


People are on the move to better standards 
of living—and with the rapid 
growth of the new towns... 


These journals are gaining 


“"DEOPLE on the move” is 
a description that could 
well be applied to many of us 
at the present time. Some of 
us move because we want to; 
others because we cannot very 
well help it. The old towns 
and cities are just not big 
enough to contain us all, and 
new towns—or outposts of 
old ones — are constantly 
springing up. 
"en mag ask what all 
this has to do with the rising 
power of the religious press as 
an advertising medium. In my 
view it has a lot to do with it 
and I think you will begin to 
agree with me as we proceed with 
the story. 

So, our jobs move out, 
and we move. with them. 
Or maybe we see the chance 
of a better job in one of 
those clean new factories. Cer- 
tainly there is a better prospect 
of getting a house, with a bit of 
a garden, in pleasant surround- 
ings—perhaps the first chance we 
have had of a real home of our 
own, without having to share the 
front door key with someone else. 


Making the move 


Eventually we make up our 
minds and ask the removal 
people to call. Not much to 
move perhaps, because you can- 
not buy much furniture when 
you are living in only half a 
house. ° 

We will almost have to start 
from scratch in the new house. 

And we will have to start from 

scratch in other ways, too—a 

new job, in a new town, not 
knowing anyone. 

The people who planned the 
new towns realised the kind of 
problems that people like us 
would have to face, of course, 
and they were prepared. 

Jobs first. 

Factories were at the top of the 
building list and some of us had 
to travel to and from our own 
homes for a bit until the next 
things, the houses, came along. 

And with houses, schools—the 
new towns, incidentally, have the 
highest proportion of children in 
the whole country. 

Then shops—local shops for 
everyday needs near where we 
live, and a central shopping area, 
with plenty of big stores, gradu- 
ally taking shape. Some new 
pubs, of course—and that site on 
the corner, with the walls rising 
even before our own house was 
built—a_ church. 

The first visitor we had, the 
day after we moved in, was the 
vicar. e said he just wanted 
to give us a welcome to the new 


new readers every day 


says D. WALLACE BELL, 
secretary, Religious Weekly Press Group. 


town. He did not stay long— 
said he knew we would be busy 
with curtains and things, and any- 
way there were six other families 
that had moved in on the same 
day and he wanted to get round 
to see them all. 


But he told us that until the 
church was finished building they 
were holding services in a 
builder’s hut they had bought, 
and pitched just behind the new 
church site. They were running 
Sunday Schools in two shifts, and 
quite a lot of things going on 
during the week, too—Scouts and 
Guides, Cubs and Brownies, a 
Young Wives’ Club, a “talking 
shop” where husbands could get 
things off their chests, and a 
“Welcome Stranger Club” especi- 
ally for people like us who had 
just moved in. 


The vicar said he hoped we 
would come along some time—it 
would help to get to know 
people and make new friends. 
He left the church magazine with 
us—and there was a lot of use- 
ful local advertising in it. We 
got a number of useful ideas for 
equipping the new home. 


We had never taken our 
religion very seriously—got 
married in church, of course, and 
we intended to have our kids 
baptised (we never had room for 
kids in the gld place). And 
occasionally we went to a carol 
service, but that is about all. 
However, when we had finished 
off the curtains and the lino a 
couple of nights later, we did feel 
a bit lost, so we thought we 
would give this “Welcome 
Stranger Club” a try. 


That is how it started, really. 


Extending the contacts 


We thoroughly enjoyed that 
evening (the vicar was a real live 
wire, with plenty of fun in 
him), and we went again. We 
made friends, too—then they 
asked us whether we would like 
to come along to the Sunday 
evening service and a cup of tea. 


There - was not much other 
social life going on in the town 
at first, so we joined up with 
some of the other church groups, 
too. 

Then it began to mean some- 


Picture by Church of England Newspaper 


Youth leaders form a large percentage of the readership of the 
religious press and their social influence is considerable. 


thing to us, and I got roped in 
as secretary to one of the com- 
mittees, while the wife heiped 
with the Guides. Why, today 
we even take one of those 
religious weeklies—I will not 
say which one, because that 
would be advertising—but that 
is I would not have 
dreamed of doing a year ago. 


Process of growth 


That, in my view, is a fair sum- 
ming up of a steady process that 
is taking place in the new towns. 

People are on the move; and 
the churches are on the move 
with them, both in the new towns 
and new suburbs of old towns. 
And serving the churches, the 
religious press—the weekly news- 
papers, the monthly and 
quarterly periodicals, and the 
ever popular parish magazines. 

The religious press of today 
covers a wide field of interest, and 
appeals to an ever-growing read- 
ership. It is not only the minis- 
ters and clergy who take religious 
periodicals, but laymen, too. The 
parish worker, the club secretary, 
the Sunday School teacher, the 
youth leader, all find the religious 
weeklies and periodicals of value 
in their own particular sphere— 
and of interest in other spheres, 
too. 


Active in community 


These, moreover, are people 
who count in the world of to- 


circulation, 
because the religious paper is 
essentially a family paper. 
Indeed, the religious weeklies 
especially cater for the whole 
family. Many of them are linked 
with a particular denomination 
and naturally carry news and 
special features of particular 
interest to members of that 


@ Continued on page 58 
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ADVERTISER'S WEEKLY 


OFFICIAL ORGAN OF THE 


UNION 
Every Vhavedey 
Sole Adverti: 
ALDRIDGE PRESS, LTD. 


lolborn 8655-6 


NATIONAL SUNDAY SCHOOL 


27, Ctanepen fame, London, W.C.2. 


* An economical way of reaching 
a first-class market... . 


SUNDAY SCHOOL 
CHRONICLE 


Devoted to Youth work and all aspects of Youth Endeavour 


GRADED TEACHER 


SUNDAY SCHOOL 
LESSON HELPS 


Issued quarterly and yearly. 
Series of four publications : 
Beginners ; Primary ; Junior ; 

| Senior. 


Member A.B.C. 


“The Religious Weekly 
with Daily Results”. 


116 Fleet Street, 


THE METHODIST RECORDER 
87,44 


MALCOLM WATSON, Advertisement Manager 
London, E.C.4 


Weekly Net Sales 
Jan./ June, 1956 


Central 4748 


It’s 
READERSHIP 


that 
COUNTS 


ADVERTISE 


in the 


CHRISTIAN 
HERALD 


which goes into 
a Quarter of a 


MILLION HOMES 


every week. 
Rate card from : 
4, Western Esplanade, 
Portslade, Sussex 


or 
167, Queen Victoria St., E.C.4. 
Cen : 3624. 


Every scheme to cover 
Religious Papers 
MUST include 
THE 


BAPTIST TIMES 


(Official Journal of the Baptist 
Denomination) 


CIRCULATION : 20,500 weekly 
Advertisement Managers 
WILL KITCHEN Jr (MAGAZINES) LTD 


131 FLEET STREET, LONDON, E.C.4. 
Telephones 7 yaa 3133, 3754, 


Every Friday 9d. 
* 


Established 1841 


| Time 
_ and Again 
| the pulling power of 


THE 
JEWISH 


has proved its worth 


| 
| 
| 


The most widely read 
Jewish newspaper in the 
world, 

| 

| te 


Advertisement Manager 
G. N. A. MANDELSON 
| 32, FURNIVAL ST., E.C.4 


Tel.: HOLborn 9252 


CHRONICLE | 


| subscription, 
order with the newsagents. 


THE RELIGIOUS PRESS 


DeceMBER 7, 1956 


Readers of these papers 
note the ads with care 


denomination. Others are non- 
denominational in their constitu- 
tion ; but all carry articles on a 
wide range of subjects of general 
interest. Undeniably, some 
religious papers are recognised as 
having a place among the leading 
national commentaries and enjoy 
a considerable readership quite 
outside their specifically church 
folowing. 

The family character of most 
of the religious weeklies is re- 
emphasised by the publication 
date—usually Thursday or Fri- 
day. Hence the paper tends to be 
around the house over the week- 


| end, when more members of the 


family have more time for read- 
ing. 


More than headlines 


This last factor, combined per- 
haps with the character of 
readers of the religious press 
generally, leads to such weeklies 
being very carefully read. Not 
for them the headline reader, but 
the man who wants to think 
about what he reads, in news 


columns, editorials, feature 
articles — and advertisements. 
With this careful, and critical, 


reading goes a confidence in the 
paper itself—in its truthfulness, 
balance, and responsibility of out- 


look. This is a confidence which 
again carries over to all the 
| features of the paper. . . includ- 


ing the advertisements. 
A further feature common to all 


| the religious press is the loyalty 


of its readership. Most readers 
take the papers of their particular 
choice regularly, either by direct 
or by a standing 
And 
it is very uncommon for a sub- 
scription not to be renewed. This 
does not mean, of course, that the 
papers are content to be static in 
their circulations. 


Remarkable advances 


Increasing sale is common to 
many organs of the religious 
press and some papers have 
multiplied their circulations 
several times during the last 10 
years. Importantly, in every 
case the readership is national, 
spread over both town and 
country areas. 

As an advertising medium, the 
religious press offers a wide range 
which, seen as a whole, offers a 
comprehensive and __ influential 
national coverage. 

A detailed survey would show 
wide diversities, both in type and 
circulation. It is, however, the 
religious weekly newspaper that 
offers the greatest scope to general 
advertisers, both for range of 


readership and for circulations. 


Taken together, the circula- 
tions of the religious weeklies 
run into seven figures; 
vidually, the journals range 
from a number of papers with 


sales of over a quarter of a 
million copies weekly, to some 
with circulations of tens of 


forgotten feature of advertis- 

ing in all these papers is the 

classified column. 

Some papers have a firm policy 
with regard to certain classes of 
advertisements. Most would re- 
ject, for instance, bookmaker or 
football pool advertisements, 
while others would extend the 
range of banned subjects. But 
the character of the press makes 
it an ideal medium for the 
reasoned advertisement which 
aims at winning the considered 
assent of its readers. It is this 
type of advertisement too, which 
is most likely to hold the interest 
of readers of religious papers, 
whose attention would be less 
likely to be drawn to the sensa- 
tional type of layout which might 
be more effective in other sorts 
of journal. 

Even higher in terms of indi- 
vidual circulations, although with 


Growth of 


. 
influence 
OCIAL conditions for 
many people are changing 
for the better. Many are 
acquiring new homes in new 
communities and find the 
church a focal point of local 
activity. Inevitably, the size 
and prestige of the religious 
press is expanding. A large 
proportion of the readership 
derives from responsibly- 
minded teenagers—who have 
many years of buying ahead 
of them and who, in the capa- 
city of leaders in youth organi- 
sations, are well placed to 
influence others. 


less space, are the national insets 
to parish magazines. Some of 
these insets have seven-figure 
circulations. They form the main 
body of the local parish maga- 
zines, being made up with a cover 
and a few pages of local interest. 
In this form they have very con- 
siderable local circulations—and 
not only among church members. 

Finally, there are the monthlies 
and quarterlies, some with a 
general circulation but many 
being the organs of particular 
societies, with, therefore, a 
specialised interest, but invari- 
ably with a very keen readership. 

The discerning advertiser—the 
man who is “on the move” and 
who wants to make his product 
move—will find that the religious 
press will more than repay his 
study. Unquestionably, it is a 
significant section of the general 
national press and a medium that 
offers both great scope and great 
profit. 
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DecemBer 7, 1956 


RELIGIOUS PRESS SURVEY 


Rising circulations—and 
influential readers 


The following informa 


the circulation and 


tion, concerning 
readership of a range of journals in the religious press field, has 
been supplied by the publishers concerned. 


HE average weekly net 
sale of the Methodist 
Recorder for January to June, 
1956, was 87,430 and the paper 
estimates its readership to be 
at least three times that figure. 
Read by Methodist people and 
members of other Free Churches, 
the paper carries advertisements 
relating directly to the church 
and also for national products, 
building societies, etc. 

Its editorial columns are con- 
cerned chiefly with news of the 
churches, but also include special 
articles by church leaders on re- 
ligious and social subjects and 
informed comment on the main 
issues of the day. 


Circulation increase 


Sales of the Universe, which 
has the highest audited net sale 
in the field, show a healthy in- 
crease over the past year. ABC 
figures for January-June, 1956, 
were 281,107 copies weekly — a 
rise of 7,219 over the previous 
six months and 10,865 over the 
corresponding period last year. 

The present weekly sales are 
approximately 288,000 copies 
and over 300,000 copies will be 
printed for the Christmas Num- 
ber of today’s date. 

Readership is estimated by the 
publishers to be just over 
1,000,000. 

From information based on 
the 1.P.A. Readership Survey of 
1954, the paper claims that 25 
per cent of its readers are in the 
middle-class category; 60 per 
cent of readers falling in the 16 
to 44 age group. 

This fast-growing Catholic 
publication has increased its sales 
by more than 50,000 copies dur- 
ing the past three years. It antici- 
pates that in 1957 weekly sales 
will attain the figure of 300,000. 


Flourishing monthly 


The monthly World Christian 
Digest has dropped in sales 
slightly since last year (about 
1,000 copies) but is still a flour- 
ishing publication with a 
monthly sale of around 16,500. 

Readership is claimed to be 
about 60,000. “But,” say the 
publishers, “we have a hard time 
convincing advertisers of this.” 
Overseas sales are about 124 per 
cent. 

In January, the World Christian 
Digest is to offer churches the 
opportunity of buying stereos 
which carry a message designed 
to stimulate church attendances. 
These are intended to be used in 
local newspapers. 

According to a recent survey, 
the majority of the readers of the 


Christian Herald are between 30 
and 40 years old, with young 
children, and an above average 
education. The circulation during 
the past six months has been just 
over 256,000 copies weekly. For 
the previous six months the figure 
was 255,813. Overseas sales have 
increased in recent months and 
now stand at 9,550. 

As the paper is, in many cases, 
passed on to other families, the 
publishers believe that they can 
claim at least a million readers 
each week. 

The weekly Sunday School 
Chronicle is the official organ of 
the National Sunday School 
Union. It is closely read by a 
great percentage of those engaged 
in Sunday School activities. 

The Children’s Special Service 
Mission Scripture Union pub- 
lishes a range of religious 
journals, Of these, there is only 
one, On Special Service, which 
accepts advertisements. This 
magazine, which has a circula- 
tion of approximately 11,000, is 
being revised in January to in- 
clude a four-page supplement 
titled Homes and Parents. The 
publishers anticipate that the 
inclusion of this supplement will 
increase the circulation of On 
Special Service by some 200 or 
300 copies. 


World-wide friends 


_Readership is almost exclu- 
sively among evangelical circles; 
friends and supporters of the 
world-wide’ work of the CSSM. 
It has a limited circulation in 
Canada and South Africa—some 
hundreds in each case. 

The net sale of the Church 
Times averaged 61,151 copies 
weekly during the period April to 
October of this year. Since the 
beginning of the Religious Press 
Campaign in 1954, the paper has 
shown a net sale increase of 9,000 
copies a week. 

Appealing to churchmen in 
general and Anglo-Catholics in 
particular, readership is claimed 
by the publishers to be “anything 
above three times the net sale 
figure.” The foreign subscription 
list stands at about 1,500. 

The paper carries some 
national advertising and adver- 
tisements for buildings, furniture 
and equipment of all kinds con- 
nected with the church and its 
services. Each year, at the end 
of November, a special Christmas 
Books Supplement is included. 

The Catholic Herald has 
shown a steady rise in its ABC 
sales figures since 1955, which 
now stand at 125,802 copies. 
According to a recent survey, it 
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ADVERTISER'S WEEKLY 


HOME 
WORDS 


The Largest Circulation 


of any 
Religious Publication 


1,500,000 MONTHLY 
A mass circulation Parish 
Magazine Inset with Countrywide 
coverage. A proved advertising 
media for domestic appliances 
household products, foods, drinks 
etc. 

Send for specimen copy, rates and 
available space in 1957. 


Advertisement Manager, 
CHANSITOR PUBLICATIONS 


37 Chancery Lane, London, W.C.2 
Tel.: CHAncery 3561 


\home & 
family 


The largest circulation M 1 
devoted entirely to m 
400,000 quarterly. 

A journal read by mothers who 
have to buy for their home and 
family as well as for themselves. 
Published March and quarterly. 
Page rate £120 and pro rata. 
Specimen copy and rate card on 
request. 


CHANSITOR PUBLICATIONS 
37 Chancery Lane, London, W.C.2 
Tel.: CHAncery 3561 


THE 


METHODIST 
MAGAZINE 


THE OLDEST MAGAZINE 
IN THE WORLD 
Begun by 
JOHN WESLEY 
and published 
continuously 
since 1778 


SPECIMEN COPY 
and 
ADVERTISING RATES 


from 


THE EPWORTH PRESS 


| 25-35 City Road, London, 


E.C.1. 


The 
| LIFE OF FAITH 


incomparable in the inter- 


denominational field. 


It has the unwavering support 
of its readers and the large 
numbers of repeat orders 
prove its pulling power. 


Specimen copy, rate card and 
particulars of special positions 


obtainable from 


Doreen Maton, 
THE ‘LIFE OF FAITH 
33, Ludgate Hill, E.C.4. 
Phone: CITy 3063 


THE 
TABLET 


(Founded in 1840) 
the 
Catholic Weekly Review 


of Politics, Literature 
and the Arts. 
Ninepence every Friday 


A specimen copy and Rate 
Card gladly sent. Just write 
or telephone the Manager : 
CLEMENT O. BRADLEY, 
128 SLOANE ST., LONDON, S.W.1. 
Telephone : SLOane 0418 


SPECIAL NOTICE 


As will be seen on this page the 
current December number is the 
last issue of ‘HOMES AND 
PARENTS ° in its present form. 
But it is not the end of ‘ HOMES 
AND PARENTS’. Next month 
it will appear as a four-page inset 
in our other Magazine ‘ON 
SPECIAL SERVICE’. This Maga- 
zine will be enlarged to twenty-four 
pages and will appear bi-monthly, 
price 6d. a copy. The advertisement 
rate is £21 per page pro rata. 


C.S.S.M. 
5 Wigmore Street, London, W.1. 
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ADVERTISER'S WEEKLY 


THE JEWISH OBSERVER 


Published Every Friday : Price Sixpence. 
Editor: Jon Kimche 


The ONLY Jewish publication with ABC 
Net Sales Certificate 15,877 


Used by over seventy national advertisers. 


copies weekly. 


A highly profitable advertising medium read by 
Jewish business and professional men and women. 


Advertisement Representatives 


William Samuel & Co. (London) Ltd., 
17 Philpot Lane, E.C.3. Tel.: Mansion House 0428 /9 


Don't forget 


THE CHRISTIAN 


A weekly paper that has 
enjoyed the confidence of 
its advertisers for close on 
a century. 

Its readers are drawn 
from nearly all sections 
of the Church, and in- 
clude a high proportion 
who do not belong to any 
of the major denomina- 
tions and who are, there- 
fore, not reached by the 
denominational papers. 


Here is one reason why 


THE CHRISTIAN 


should appear on your 
next religious schedule. 


Further particulars from the 
Advertisement Manager 

D. G. A. Shallcross, 

33 Ludgate Hill, 

London, E.C.4. 

CITy 3063 


With acknowledgment to 

EVERYBODY’S WEEKLY. 

The Serial “The Hill of 

Lions’ commencing 3rd 

December. 

Artist: JOHN RICHARDS 
solely represented by 
HUGH WHITE 
ARTISTS’ AGENCY 

2, SOUTH AUDLEY ST., 

LONDON, W.lI. 
GRO. 8849/8840. Telegrams : 
EWHITEART, Audiey, London 


PEER ec eRe 
“ CLASSIFIEDS” 
PULL in 
Advertiser’s Weekly 


Phone yours te WATERLOO 3388 
LIVE EAE DNAS EI 


} 


CHURCH 
OF 
ENGLAND 
NEWSPAPER 


the complete Church news- 
paper, it covers all sections 
of the Church of England. 


Widely Read 
and 


Widely Quoted. 


For particulars of key posi- 
tions available for 1957, rate 
card, &c., apply to: — 


R. M. O’HARE, 
Advertisement Manager, 
C.E.N., 

33, Ludgate Hill, E.C.4, 
Phone: CITy 3063. 


LONDON 
CHURCHMAN 


The Official Magazine of The Diocese of 
London. 

Published monthly, contains 
Bishop’s letter, and articles 
by leading writers on church 
life and work. 

Valuable concentrated circula- 
tion of 42,500 covers Greater 
London North of the Thames 
going to Incumbents, Church- 
wardens, Architects, etc. Used 
extensively as Parish Magazine 
inset. 


“Firms which advertise in 
‘OUR PAPER’ must be good” 
readers say. 


Copy and rate card from 
ADVERTISEMENT MANAGER 
* LONDON CHURCHMAN ' 
33, BEDFORD SQUARE, W.C.1 
MUSEUM 4155-7 
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RELIGIOUS PRESS SURVEY 


Journals that possess a 


strong family readership 


| has a readership figure of 3.2 
| people per copy—giving it a total 
| readership circulation of 402,566. 
The paper carries general house- 
| hold advertising, with special 
advertisement features dealing 
| with books and travel. 
The Methodist Magazine has 
maintained its circulation during 
the past six months at 21,500; 
| its publishers estimating that its 
| readership is around 60,000. 
| Read by Methodist laymen and 

women, it carries a range of 
| advertisements appealing to the 
| family. 


Successful experiment 


The Church Illustrated is 
celebrating its second anniversary. 
Started as an experiment with the 
policy of establishing a popular 
well - illustrated independent 
Anglican magazine, it has proved 
that such a publication was much 
in demand. Present sales stand 
at 105,807 copies monthly—an 
increase of some 30,000 over the 
| figure for December, 1955. 
Application for ABC membership 
was made recently. 

A weekly mail bag to the editor 
of some 500 to 600 letters shows 
that readers take a very lively 
interest in its editorial contents. 
| While the paper has not yet 
| carried out a survey on reader- 

ship figures, it believes that each 

copy is read by at least two or 
| three people. Overseas sales are 
| now about 3,000 and continue to 
increase, 

Many national advertisers take 
space in the paper for a range of 
consumer products and its clas- 
sified columns now account for 
a page each month. The 
December issue carries a record 
number of advertisements—20 
pages in all. 

The Sunday Companion circu- 
lates among all sections of the 
religious community. It is read 
by thousands of clergymen and 

| Ministers and makes a_ strong 
appeal to young people. 

A family paper, there is strong 

, evidence to show that it is read 
| not only by the various members 
| of one family, but that in a 

number of cases it is passed on 
| to at least one other if not two 

separate families. This. claim 
| the publishers, means that its 
| actual readership is very much 

greater than the net sales figure 
| Of 129,373 copies per week. 
The paper carries a_ large 
amount of advertising from religi- 
ous and philanthropic bodies. 
Book and music publishers 
always give strong advertisement 
support to the special review fea: 
tures that appear regularly, while 
| it is interesting to record that 

many mail order firms offering 
| goods of a general nature are con- 
' sistent users of its columns. The 


Christmas issue now on sale 
carries a record number of adver- 
tisers’ announcements. 

The quarterly Home and 
Family, the journal of The 
Mothers’ Union, has a circulation 
of over 400,000 copies. A 20 
page magazine, it carries con- 
sumer advertising and charity 
appeals. 

Also aimed specifically at the 
domestic field is Home Words— 
a gravure parish magazine inset 
produced in octavo and quarto 
editions which has a circulation 
of over 1,500,000 copies a month. 

The Jewish Observer and 
Middle East Review has con 
tinued to build up its reputation 
as a leading political magazine 
dealing with Jewish affairs and 
the State of Israel. Its ABC cir- 
culation for the first six months 
of 1956 was 15,877 per week 
compared with 15,547 a year ago. 

Its standing as a_ principal 
organ for readers interested in 
Israel is reflected in the fact that 
the Israel Emergency Appeal, 
launched through the Jewish 
Observer and Middle _ East 
Review on November 9, realised 
£946,000 during the first two 
weeks of the campaign. 


Growing influence 


The Church of England News- 
paper is widely read and quoted 
on a wide range of world affairs. 
Covering all sections of the 
Church of England, its influence 
is both considerable and growing. 
In the interdenominational field, 
the Life of Faith can provide 
clear proof of the effect of adver- 
tisements upon sales. 

The circulation of the Baptist 
Times stands at some 20,500 
copies a week and the increase in 
the price of the journal has had 
no harmful consequences. The 
readership has been estimated at 
between 60.000 to 70,000 and 
includes people in all parts of the 
United Kingdom, the Common- 
wealth, United States, and in 
most parts of Europe (including 
Eastern Europe). 

The readership of the Christian 
is drawn from nearly all sections 
of the Church of England as well 
as many who do not belong to 
one or other of the major 
denominations. 

With a circulation of some 
263,000, the London Churchman 
goes into the homes of 389 
parishes in the London Diocese 
and is read by church people. and 
others, of all types and positions. 

The circulation of the Jewish 
Chronicle claims to be the largest 
for any Jewish weekly in this 
country—and probablv in the 
world. Circulating widely among 
the educated Catholic classes, the 
weekly Tablet enjoys world wide 
reputation and jnfluence. 
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DecemBer 7, 1956 ADVERTISER'S WEEKLY 


METAL BULLETIN 


REVISION OF ADVERTISEMENT TYPE AREAS 


NEW TYPE AREAS WILL BE: 


FULL PAGE: 8)” deep x 6)” wide 
21.30em x l6écm 
83” deep x 3” wide 
21.3em x7.6cm 
44” deep x 6}” wide 
10.5cm x 16cm 
44° deep x 3” wide 


With effect from January Ist, 1957, the 
displayed advertisement pages of the 
** METAL BULLETIN ” are being reor- 
ganised on a two-column basis (instead 
of three-column as at the present time). 


HALF PAGE: Upright 
Lateral 


QUARTER PAGE: Upright 


* The new arrangement will permit more 10.5cm x 7.6cm 
attractive display, with resulting bene- are an i Tico 
fits to advertisers in this long-estab- EIGHTH PAGE: 2” deep x 3” wide 

: S7mm x76mm 
lished and authoritative twice-weekly CARD SPACE: 1” deep x 3” wide 
publication. 25mm x76 mm 


Rate Card and any other details from 


THE ADVERTISEMENT MANAGER, THE METAL BULLETIN, Birkett House, 27 Albemarle St., London, W.1. 


Telephone : HYDe Park 5805. Telegrams : Quinirage Piccy London. Cables : lronage London. 


OFFICE EQUIPMENT NEWS 


Vember of the Audit Bureau of Circulations 


Guaranteed Monthly 


Circulation exceeds 


30,000 <i 


Use it to sell to the £50 millions-a-year 
Office Equipment Industry 


Write now for advertisement rates and data to 


OFFICE EQUIPMENT NEWS 


PROPRIETORS—BUSINESS PUBLICATIONS LIMITED 
109/119 WATERLOO ROAD, LONDON, S.E.1. 
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Datemi sempre une 
s 


THIS WAS A CARLTON PHOTOGRAPH , ‘Lucky... 


PRESS ADVERTISEMENi 
AGENCY: Intam Ltd. 


ADVERTISER: British-American Tobacco Co. Ltd. 
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_ THE GRAPHIC ARTS | 
—a Weekly News Survey 


Paper Box Design Contest: 


Prize-winners announced 


There were 614 entries for the 
third British Paper Box Design 
Contest, organised by the British 
Paper Box Federation and the 
British Carton Association, in co- 
operation with the Council of 
Industrial Design, The Society of 
Industrial Artists and the Insti- 
tute of Packaging. 

First prizewinners were: Alfred 
Kent & Son Ltd., London, for 
an oval perfume box for Coty 
(England) Ltd.; Andrew Ritchie 
& Son Ltd., for a 4-lb. chocolate 
box for Beech’s Chocolates Ltd.; 
Richard Pye & Co. Ltd., for a 


John Baxter's 
celebrate 


centenary 


A hundred years of printing 
has just been completed by John 
Baxter and Sons, of Hinckley, 
Leicestershire—the history of the 
firm extending to the time when 
the present managing director's 
grandfather opened a stationer’s 
and bookseller’s shop and then 
acquired a printing machine. 

In those days it was necessary 
to register with the Clerk of the 
Peace for the County of Leices- 
ter for the acquisition of a print- 
ing press and type. This was 
necessary under the Act “for 
better preventing treasonable and 
seditious practices.” 

The founder of the business 
was John Baxter, and some time 
later his son, the late Thomas 
Baxter, founded the weekly news- 
paper The Hinckley Times and 
Bosworth Herald, which later 
acquired the titles of the Hinck- 
ley Free Press and the Hinckley 
Guardian. 

The business is now under the 
directorship of the third gener- 
ation of the family, J. T. I 
Baxter, who is this year’s presi- 
dent of the Leicester Master 
Printers’ Association. 

James Dawson, who is editor 
of the newspaper, and Frank 
Toone, one of the Linotype 
operators, have been associated 
with the business for over half a 
century. 


Paper agreement 


Bowaters Ltd. and Star Paper 
Mills, the licensees in the United 


Kingdom for Massey Coated 
Papers, announce that a new 
agreement has been concluded 


between them so that these quali- 
ties from both mills will be 
available generally throughout 
the United Kingdom as _ trom 
January |. 


slipper gift pack for Horne Bros. 
Ltd.; Wanstead Box Co. Ltd., 
Leeds, for a Lge mag pack 
for wine and glasses; Hugh 
Stevenson & Sons Ltd., Man- 
chester, for a gift box for sheets 
and pillow cases for Barlow & 
Jones Ltd.; Phillip Ziege & Sons 
Ltd., London, for a pencil dis- 
play stand; David A. Adcock, 
Leicester, for a Venetian candle 
pack; Shirley and Warbey Box 
Co. Ltd., London, for a safety 
pack for ampoules for Abbott 
Laboratories Ltd.; Richard Pye 
& Co. Ltd., London, for a sweet 
pack for John Milar & Sons Ltd.; 
Field Sons & Co. Ltd., Bradford, 
for an eliptical-shaped folder for 
Brown, Muff & Co. Ltd.; William 
Thyne Ltd., Edinburgh, for a 
Christmas gift cigarette carton 
for Godfrey Phillips Ltd.; Field 
Sons & Co. Ltd., Bradford, for a 
carton for enamelware for 
Ernest Stevens Ltd.; R. H. Tal- 
madge Associates (submitted 
through Kingston Box Co. Ltd., 
Hull), for a carton for one pair 
of gloves, for C. Waddington & 
Son Ltd.; John Waddington Lid., 
Leeds, for gift carrier pack for 
wine glasses, for W. & A. Gilbey 
Ltd; J. Lyons & Co. Ltd., 
London, for a pack for Milk 
Chocolates; C. F. Clements, 
Maidstone, for pack for chil- 
dren’s lettered bricks. 

Judges were Alison Settle 
(Council of Industrial Design), 
Frank Mortimer (Society of 
Industrial Artists), Cecil D. 
Notley (Notley Advertising Ltd.), 
W. H. Copeland (Harrods Ltd.), 
A. H. Cragg (Boots Cash 
Chemists), H. E. Traves, and 
Jeanne Heal. 
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J. A. Wild, of J. Bentley & Sons, president of the Northern Counties 
Monotype Users’ Association, speaks to members during the Association's 


annual lunch. 


On left is C. N. Fellows, the Monotype Corporation Ltd., 


and, right, J. Matson, director and manager, the Monotype Corporation Ltd. 


Over 50 at Mono Users’ lunch 


Over fifty members 
the annual luncheon of the 
Northern Counties Monotype 
Users’ Association, given by the 
Monotype Corporation  Ltd., 
which was held at the Royal 
Station Hotel, Newcastle-on-Tyne, 
on Wednesday of last week. 

J. A. Wild, president of the 


attended 


Northern Counties MUA, 
stressed the importance of the 
annual luncheon in_ bringing 


members together—and he ex- 
pressed the gratitude of the Asso- 
ciation to J. Matson, general 
manager, and other executives of 
the Monotype Corporation for 
sparing the time to come North. 

In referring to the work of the 
MUA, Mr. Wild said that the 
Corporation sometimes faced a 
barrage from the Association 
about matters relating to the 
working of Monotype machines, 
but they were always ready and 
delighted to hear all that the 


New developments in packaging 


A waterproof laminating adhe- 
sive has been developed in 
America, it is stated in the current 
issue of Packaging Abstracts, 
published by the Printing, Pack- 
aging and Allied Trades Re- 
search Association. The ad- 
hesive is a resin-base powdered 
material for the high-speed 
lamination of paper and paper- 
board. Tests under laboratory 
conditions have shown it to with- 
stand immersion in water at room 
temperatures for periods of up to 
four weeks without unusual or 
excessive delamination when wet 
strength papers are combined. It 
will improve the water-proofness 
of boards laminated from non- 
wet strength materials. 

In a section devoted to packag- 
ing machines, Packaging Ab- 
stracts gives details of a number 
of new developments. Items in- 
clude a machine which prints, 


makes and fills cartons automati- 
cally; a new weigher-filler for 
“sticky” products; an automatic 
carton top-flap gluer; a rotary 
labelling machine which applies 
any size or shape of label from 
postage-stamp size up to 6 in. by 
8 in.; and a device for checking 
the contents of collapsible con- 
tainers. 

Information about raw 
materials includes notes on a lac- 
quering treatment for aluminium 
foils; tests on the corrosion of 
tinplate by fruit syrups; the ap- 
plication of folding tests to kraft 
paper and the rate of moisture 
gain or loss in kraft paper. 

Other items of interest include 
a new material for packaging air- 
sensitive products; a reinforced 
fibreglass case designed to with- 
stand air drops; and cardboard 
containers for the export of 
vegetables and fruit. 


Users had to say. “If it is some- 
thing that they can put right,” he 
continued, “they are pleased to 
receive our comments and to give 
all possible help.” 


Hutchinson’s appoint 


design advisers 


Hutchinson, the publishers, 
have appointed book designers 
Rainbird, McLean Ltd. to 
advise on the whole range of the 
production and design of the 
Hutchinson Group “during the 
next few years.” This supervision, 
it is announced, will extend from 
such items as compliment slips, 
labels, notepapers, etc.. to the 
painting of the firm's delivery 
vans and to the finished books of 
every imprint of the Group. 

Robert Lusty, Hutchinson's 
new managing director-elect, 
aims through this new association 
to apply to large-scale book-pub- 
lishing “standards of excellence in 
overall design to a degree of 
detail now usually associated 
with smaller publishing houses.” 


Nine new SIA 
fellowships 


At a recent meeting of the 
Council of the Society of Indus- 
trial Artists the nominations of 
seven new fellows were ratified. 
They are: John Dreyfus, assis- 
tant printer, Cambridge Univer- 
sity Press; George Him, artist; 
Cecil Keeling, BBS display artist; 
John Lewis, typographer; Robert 
Nicholson, exhibition and in- 
terior designer; Vivian Ridler, 
assistant printer, Oxford Univer- 


sity Press; and Stuart Rose, 
typographer. 
Elected to honorary fellow- 


ships were Mrs. Marion Dorn, an 
American textile designer, and 


Hans Juda, editor of Ambassador 
magazine. 
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JOHN JOINS 
THE LEGION 


FRIENDS of the late Jesse Scott, 
founder of Statistical Review of 
Press Advertising and chairman and 
managing director of the Legion 
Publishing Co. Ltd., will be pleased 
to hear that his son, 27-year-old 
John P. Scott, has decided to enter 
his father’s business. 

Although born in London, John 
Scott has spent the last 16 years in 
America. For the past three years 
he has been associated with E. F. 
Hutton & Company, New York, a 

prominent 

firm of stock- 
brokers and 
investment 
bankers. He 
served as a 
lieutenant in 
the United 
States Army 
from 1951 to 
1953, and 
prior to this 
was with the 
Irving Trust 
Company, 
New York. 
Educated at 
Deerfield 
Academy and 
Princeton 
Scott graduated 
the class of 1950 


John P. Scott 


University, Mr. 
from the latter in 


and was awarded a degree in eco- 
nomics. He has specialised in public 
finance and has also studied at New 
York University Graduate School of 
Business Administration. 

While at Princeton he was a 
member of the Undergraduate 
Council, the 1950 Memorial Com- 
mittee and chairman of the Nassau 
Literary Magazine. 

Although his father always 
wanted him to join Legion Pub- 
lishing—the company Jesse Scott 
founded in 1929 and which today 
employs nearly 100 people—John 
Scott was determined to start out 
on his own. 

But, at the beginning of Septem- 
ber, he flew to England to be with 
his father during the last weeks of 
his fatal illness. 

Now he is hard at work at 
Legion’s Fetter Lane offices, where 
he is taking an active part in the 
management of the company and 
its subsidiary, Media Records Ltd.. 
which publishes Statistical Review of 
Independent Television Advertising. 

Evidence of his interest in adver- 
tising—and determination to carry 
on the work of his father—is 
already available. He has been 
appointed to the research and 
statistics committee of the Adver- 
tising Association; joined the Pub- 
licity Club of London last week; 
and on Monday was admitted to 
membership of the Fleet Street 
Column Club. 


To check your facts... 


We work in the closest contact with the 
media we represent. For some we handle 
their entire advertisement department. 
It isn’t surprising therefore that we 
can give you full, accurate and up-to- 
date information on any and every 


point. 


You can check your facts 


in a minute by ringing us up. 


Ask PLAYERS 


cE. W. PLAYER LTD., 
30 FLEET STREET, LONDON, E.C.4 
The London Office 
Sor some of the best 
media in the country 


DeEceMBER 7, 1956 


“Efficiency, co-operativeness, and promptitude’’ won the Erwood Merit 
Trophy for 1957 and a cheque for Anthony Brooks, of the agency's voucher 


department, who is here seen receiving the award from 


Leslie T. Salts, joint 


governing director of Erwoods Ltd., at the firm's annual dinner at the 
Criterion last week. 


HRIiGH SOCIETY was the name 
of the film previewed for guests of 
Picture Post in MGM's private 
theatre. And the select little 
audience comprised some of the 
“high society” of advertising. 

Edward Hulton was there to 
such personalities as Douglas Bain 
(Benson's), Sinclair Wood (Prit- 
chard, Wood), Leslie Stinton (Nap- 
per, Stinton, Woolley), Leonard 
Garland (Garlands) and _ others 
whose names are to be found in 
the titles of agencies or at the top 
of organised advertising. 

In addition to Grace Kelly, Bing 
Crosby and Frank Sinatra, they 
saw a film of the preparation and 
printing of an issue of the “new” 
Picture Post, with its late news- 
feature section, copies of which were 
in the theatre. 


New styles for men 


Nor being much of a one for 
new styles in men’s hats I went 
along to the opening of the Hatters’ 
Information Centre in Grand Build- 
ings, Trafalgar Square, the other 
day, in critical mood to look at the 
two new hat styles presented—the 
Mambo and the Robin Hood. 

But I have to confess that some 
of the examples of both styles were 
really attractive, and one or other 
may yet serve to shield the Con- 
tactile cranium from the wintry 
blast. 

It was, perhaps, a little unfor- 
tunate that the Mambo, a flat- 
crowned, snap-brim hat, should be 
introduced as particularly suitable 
for motorists, just when petrol 
rationing is announced. “If you 
can’t run a car get a hat” would 
appear to be an appropriate slogan. 

The Centre, which is in the charge 
of Lewis C. Juchau as press officer, 
will issue information about the 
men’s hat trade and also provide a 
meeting place for members of the 
Federation of Hat Manufacturers. 


Hot mulls all round 


I AM finding at this moment that 
it Is easier to enjoy half-a-dozen 
different mulled wines than to write 
about them. A few hours ago I 
walked out of the winter into 
Vintners Hall and was soon warm- 
ing the cockles of my heart with 
some hot mulls whose titles ranged 
from Dr. Johnson’s Choice to Rock 
‘n’ Roll. 

_ This was yet another of those en- 
joyable occasions which Hugh 
Mackay, of the J. Walter Thompson 
Co. Ltd.’s PR department, arranges 
on behalf of the Friends of Wine. 
Fleet Street is always well repre- 
sented at these functions. 


reet 


20 minutes to move 


Ir anyone wants to know the best 
way of moving his office with the 
minimum of fuss I suggest he con- 
tacts David Macaulay, of David 
Macaulay Advertising Ltd. 

Last Friday I went to a party to 
celebrate the opening of Mr. 
Macaulay's new offices at Wigmore 
House, Duke Street. The agency 
occupies the whole of the third 
floor. 

He told me that on the day that 
they moved in, a little over two 
weeks ago, he was only inoperative 
for approximately 20 minutes. 
Within that short time he had 
changed offices and was sitting 
down at his desk, complete with 
telephones, and getting on with 
business. 

* * * 


FROM Eric Towers (of Voice and 
Vision) comes a request that I 
should ask for assistance for the 
Hungarian Relief Fund, of which 
he heads the appeals and publicity 
committee. 

This I gladly do. The Fund is 
doing fine work alleviating the 
sufferings of the refugees in Austria ; 
and many of those who will 
eventually come to this country will 
depend entirely on it for their 
livelihood. 

* 7 * 


First Christmas card to arrive 
on my desk comes from Gee Adver- 
tising Ltd. for whom Emett has 
evolved a typical whimsy. The 
agency is represented as a tree, and 
its departments, fancifully guyed, 
hang from the branches. 

Between the planning board and 
the client, an unfortunate executive 
does a balancing act on a tightrope 
labelled “client liaison.” 


CONTACT 
WEEK'S WISECRACK 


~ 


“I'm afraid I shall be late 

for the board meeting, 

Carruthers. My bicycle 
chain’s just broken.” 
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Are you missing 
the 


younger people 
in Manchester ? 


More people of all ages, and 
particularly the younger, read 
the Evening Chronicle 

every month. For complete 
coverage your message must 
be in Manchester's great, 
growing evening paper. 


ou can’t cover 
Manchester 
without the 


EVENING 
CHRONICLE 


in Britain 
FOR GROWTH 
49,849 extra copies in four years. 


Fastest-growing evening in 
Britain. 


3rd 
in Britain 
FOR SIZE 


ABC 295,729. Third-largest 
provincial evening sale. 


Yorkshire papers 
go up in price 


In view of “heavily increased costs 
of newsprint, wages, transport and 
many other essentials,” the York- 
shire Evening News, the Yorkshire 
Evening Post, and The _ Star, 
Sheffield, all went up in price on 
Monday from 2d. to 24d. 

* * * 


Other price increases are: Model 
Railway News from ls. to Is. 6d. 
in April and Engineering and Boiler- 
house Review from 2s. to 2s. 6d. in 
July. 

* * * 

The special Christmas number of 
Ideal Home contains ideas and sug- 
gestions for beautifying the home 
over the festive season. A “party 
fare’ illustrated supplement is 
included. 


Pocket booklets 


Two pocket booklets, The Motor, 
Specifications and Prices of 1957 
Cars and Motor Cycling, Specifica- 
tions and Prices of 1957 Motor 
Cycles, are now available from 
Temple Press at Is. and 6d. 
respectively. 

+. 


* * 

The Deutsche Aero-Revue (Aero- 
nautical Magazine) will be published 
monthly from January in Germany. 
It will deal with the development 
and progress of aviation, the aircraft 
industry, air traffic and airports. 
Advertising rates will be DM 1,000 
per page and pro rata. 

* * 


. 

Among the Christmas features in 
the December issue of Good House- 
keeping is a special 14-page feature 
containing ideas on gifts for every- 
one. 

* * * 

Courier is running a series of 
advertisements in the Financial 
Times. 


Special numbers 


Stuart Mander, advertisement 
director of George Newnes Lid., has 
announced the publication dates of 
the special numbers of Country Life 
for 1957. They are: March 14: 
Spring Gardens Number; June 13: 
Collectors’ Number (Antiques); 
July 4: Royal Show Number: 
September 19: Autumn Gardens 
Number; October 17: Motor Show 
Number; December 5: Christmas 
Number. 

a *” x 

In its issues dated November 24, 
December 1 and December 8, 
Illustrated has been running a series 
of Christmas gift suggestions pages. 
Incorporated in this feature in all 
three issues was a £100 prize com- 
petition for readers which involved 
study of advertisers’ announcements. 
Advertisers’ spaces are of a uniform 
3-inch by 2¢ inch size. 

* * * 

A Survey of Plastics supplement 
of eight pages, with nearly three 
pages of advertising, was published 
by The Scotsman on ur wa 

a * 


The Horse and Hound Year 


| Book, 1956-57, published by Odhams 


Press at 15s., contains complete 
details of all hunts in Great Britain 
and Ireland and other horse-racing 
and sporting information. 


The January issue of Woman and 
Home will include the start of a new 
series for record collectors and music 
lovers, in which Spike Hughes will 
give “The Story Behind the Music.” 
Also in the issue will be knitting 
designs, details on “‘How to Embroi- 
der with Sequins and Beads” on 
knitted garments and last-minute 

gifts to make for Christmas. 

* * * 

Scientist Dr. J. Bronowski will 
contribute an article on hydrogen 
power to John Bull next week, 
entitled “Can we steal the sun’s key 
to power?” 


Sale increased 


The daily sale of the Daily Tele- 
graph has increased since Novem- 
ber of last year by 29,388 to 
1,089,564. 

*x * * 

Wednesday's issue of The Con- 
tractor’s Record and Municipal 
Engineering contained articles on 
the new 50-acre reservoir which is 
being constructed on Dartmoor, and 
the new lighting system in the 
Rotherhithe Tunnel. 


* 

The Tatler will publish a special 

travel number on January 30. 
x ~ * 

The 62nd edition of Kemp's 
Engineers Year Book has been pub- 
lished. It contains 3,000 pages and 
79 chapters covering all branches of 
engineering. It sells at 82s. 6d. 


Larger format 


From the January issue, Design, 
the monthly magazine published by 
the Council of Industrial Design, 
will have a larger format, one-sixth 
greater in area than that adopted 
when the magazine began in 1949. 
Paid circulation is now more than 
10.000. New price from January 
will be 3s. instead of 2s. 6d 

* x * 

Percival Marshall & Co. Ltd. 

have announced that Ships and Ship 
Models, a monthly magazine, will 
cease publication from this month’s 
issue. It will be absorbed into the 
weekly Model Engineer. 

* * + 


The Aeroplane Diary and the 
Motor Cycling Diary, published in 
association with the respective 
Temple Press journals, contain 
specialised information in addition 
to space for normal diary entries. 
The two diaries are available in two 
qualities at 3s. 9d. and 5s. 9d. 


December 7, 1956 


We tHear 


New Registered Practitioners in 
Advertising with the IPA are James 
Jack Advertising Ltd., of Glasgow, 
and Lovell & Rupert Curtis Ltd., 

mdon. Mark Fawdry Ltd. and 
Marshall Hardy Ltd., both of Lon- 
don, have been transferred from the 
category of Registered Practitioner 
to that of Incorporated Practitioner 
in Advertising. 

* *x * 
_ Eastbourne Corporation pub- 
licity committee has deferred, until 
its next year’s budget is considered, 
a proposal by Rank Screen Services 
Ltd. to produce a ‘“15-second 
announcement filmlet’’ about the 
resort. 

*x * * 

Torquay for Conferences, a 
brochure produced by John Robin- 
son, publicity officer for Torquay, 
describes and illustrates the resort's 
many conferences facilities, both 
business and social. 


Gi Ibey glasses 


W. & A. Gilbey Ltd. introduced 
a new range of hand-made Swedish 
crystal glasses for wines, spirits and 
liqueurs at a reception for the press 
last week. The glasses, which are 
now being distributed through their 
normal retail outlets, are ready- 
boxed in presentation packs in sets 
of six. 


* . 
Windowplas polythene sheeting. 
manufactured by Windowlite Ltd., is 
now available through leading hard- 
ware stores. It is described as ideal 
for packing sandwiches, for wrap- 
ping food kept in larders and refrig- 
erators; and for protecting curtains, 
blankets and clothing from moths 
and dust. Previously Windowplas 
was distributed by mail order. 
7 * - 


At a darts match held at the 
“Punchbowle,” Farm Street, Lon- 
don, W., last Friday, George Miles 
Ltd. beat Everetts Advertising Ltd. 
by three games to nil. 


PR appointment 


Howard S. Cotton Ltd. have been 
appointed publicity consultants to 
the Airserew Co, and Jicwood Ltd. 
They will also again be handling 
press relations at the National 
Schoolboy’s Own Exhibition at the 
Horticultural Halls, Westminster, 
from December 31 to January 12. 

* 7 7 

Mullard Ltd. will shortly be 
moving into new headquarters at 
Torrington Place, W.C.1, where 
there will be extensive showrooms, 
a demonstration centre and cinema. 

* * . 

Within five minutes of the an- 
nouncement last week that Chris 
Brasher’s appeal had been upheld in 
the 3,000 metres Olympic steeple- 
chase, 140 Star vans were carrying 
printed van-top posters announcing 
“Gold Medal for Britain.” 

* * * 

In a darts match at C. R. Casson 
Ltd., a team from the agency 
defeated a team representing Liscot 
Delivery Service by 2 games to 1. 
The winning double was scored for 
the agency by Ray Taylor, chief 
copywriter. 

* 


* * 

Colour Film Services Ltd. are 
organising a one-day exhibition on 
Wednesday at 22-25 Portman Close, 
Baker Street, W.1, of 16 mm. film 
equipment. 
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Ads next year for 
new furniture 


A new range of furniture 
called the Mahogany Line and 
manufactured by Greaves and 
Thomas Ltd. will be extensively 
advertised from February. The 
account is being handled by 
Masius and Fergusson Ltd. who 
state that the media schedule will 
be released shortly. It is under- 
stood, however, that large 
spaces will be used in London 
evenings. 


American product 


Full- and half-pages in trade 
papers and selected women’s maga- 
zines will be used to introduce Q- 
Tips—sterilised cotton-sticks for 
baby-care—to British mothers. An 
American product, Q-Tips are dis- 
tributed in this country by Southalls 
(Birmingham) Ltd. agents are 
CPY (International) Ltd. The cam- 
paign will continue well into 1957 
by which time Q-Tips will be manu- 
factured in Britain. 

Point-of-sale backing for the cam- 
paign will include showcards and 
display cartons featuring the Q-Tips 
motif and colour scheme—blue, 
black and white. 


COW & GATE RECIPE 


A Christmas campaign for Cow 
and Gate Cream gives housewives 
a recipe for a cream sauce for 
Christmas puddings. Eleven-inch 
triples in the London evenings and 
leading provincial papers in the 

of England have been 

Spots on the London 

commercial TV station are also 

being used. Agents are Clifford 
Bloxham & Partners Ltd. 


Current Advertising 


BTHA drive to encourage people to 
take holidays away from home 


In stating that advertising by individual undertakings and resorts should 
be supplemented by national prestige publicity on institutional lines, the 
British Travel and Holidays Association express the hope that this may 


bring about a cha 


nge in the habits of many people, encouraging “‘stay-at- 


homes” to take holidays in Britain and influencing those who are free to 
choose holiday dates to travel before or after the peak season. 


In January the BTHA will there- 
fore launch a £16,000 “‘Holidays in 
Britain” publicity drive aimed at 
inducing more people to spend their 
holidays away from home. 


Co-operating with the BTHA are 
the British Transport Commission, 
British European Airways, and a 
number of holiday resorts, and with 
the full support of the Northern 
Ireland, Scottish, and Welsh Tourist 
Boards. 


Advertisements with the themes, 
“Holidays in Britain,” “You = oe 
to get away this year” 
better in June and enh 4 will 
be inserted in national newspapers. 
The advertisements will include a 
coupon inviting readers to write for 
a special BTHA brochure, in which 
participating local authorities will 
be publicised. 


The BTHA is also taking spots 
in two 15-minute programmes which 
will appear on all commercial tele- 
vision stations. The programmes 
will be called ““Where shall we go?”’, 
compéred by Peter Butterworth and 
Janet Brown. 


A special poster has also been 
produced suggest that readers 
write for “the * ‘Holi ays in Britain” 


At YOUR md (PP... 


eor your" yon 


To YOUR 
requirements 


WASS, PRITCHARD « Go. Lt 


85, FENCHURCH STREET 


LONDON, E.C.3 


brochure. British Railways and 
London Transport will display a 
number of these on stations and 
sites. Display showcards have also 
been produced. Agents are CPV 
(International) Ltd. 


SEEL-A-STRIP ADS 


Seel-A-Strip, the pre-formed 
flexible sealing strip, made by 
Expandite Ltd., will be extensively 
advertised in the trade press, popular 
handicraft magazines and “do-it- 
yourself” journals. Counter display 
units are also available. Agents 
are E, Allan-Cooper & Co. Ltd. 
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Full-page colour 
ads for Kenwood 


Full-page colour advertisements 
in leading national women’s ma 
zines with supporting dealer dis 
material are being used to Amy 
new sales campaign for the Ken- 
wood Chef food mixer. 

The ads show a family preparing 
a surprise present of a Chef and 
attachments for mother. Copy is 
aimed at husbands and families, 
emphasising credit sales. 

The range of point-of-sale material 
—all in colour—employs the same 
illustration and main message. It 
includes a window streamer, crowner 
display card placed on the Chef 
and a supply of handy “Notes to 
husbands” reminding them that a 
Kenwood Chef can be bought for 
a down payment, 

A further series of advertisemenis 
using the same message for the Ken- 
wood Minor, Steam-O-Matic iron 
and the new Activair heater, will 
follow in national and provincial 
dailies and evenings. 

The campaign is handled by 
Willing’s Press Service Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 

INSTRUMENT SCREW co. 
LTD., for E. Walter George Ltd. 
Campaign being planned for tech- 
nical press and using direct mail. 

JOHN GARDNER (LONDON) 
LTD. (Contract catering division), 
for Nicholls Dorrity Advertising 
Ltd. Institutional campaign 
planned to commence in January. 

F. WRIGHTON & SONS LTD. 
furniture makers, for Rumble, 
Crowther & Nicholas Ltd., from 
January 1. 

STERLING INDUSTRIES 
GROUP, campaign using Punch 
and executive and technical maga- 
zines; BROWNHILLS MOTOR 
SALES GROUP, campaign using 
daily papers and commercial TV 
in Midlands and North; and 
WOODCRAFT LTD., furniture 
makers. Accounts for Jack White 
& Associates. 

GREAVES & THOMAS LTD., 
furniture makers, for Masius & 
Fergusson Ltd. 

CECIL GEE LTD., men’s outfitters, 
for John Westwood Ltd. First 
TV spot screened on Sunday; 
campaign in national press 
starts soon. 

RANSOMES & RAPIER LTD. 
makers of heavy engineering 
equipment and mobile cranes for 
J. Peers & Associates Ltd. from 
January 1. 


Campaigns 


GRUNDIG (GB) LTD. using 
national and specialised press for 
tape recorders and Stenorette. (E. 
Walter George Ltd.) 

VAUX BREWERIES LTD., using 
papers, posters and point-of-sale 
material in distribution area for 
new look bottles and labels. 
(Erwin Wasey & Co. Ltd.) 

WOODWARDS SEEDS. LTD., 
using national papers and com- 
mercial TV for Tweet, new bud- 
gerigar mixture. (Placed direct.) 

F. W. HAMPSHIRE & CO. LTD., 
using 15-second spots every Thurs- 
day on Midland and Northern 
stations for Snowfire Almond 
Hand Cream; 15-second spots on 
London, Birmingham and 
Northern stations, Daily Mirror 
and selected women’s magazines 
for Snowfire Wave Set; selected 


women’s magazines and Eire 
papers for Snowfire Vanishing 
Cream and Face Powder ; selected 
national dailies for Snowfire Heal- 
ing Tablets; and national dailies. 
Sundays and 15-second spots on 
all commercial TV stations for 
Zube grt (Service Adver- 
tising Co. Ltd.) 

KENWOOD MANUFACTURING 
co. LTD. using national 
women’s magazines for Kenwood 
Chef food mixer. (Willing’s Press 
Services Ltd.) 

COW & GATE LTD., using Lon- 
don evenings, leading provincials 
in South of England and com- 
mercial TV on London station. 
ge Bloxham & Partners 


Ltd 

WILLIAMS & WILLIAMS LTD., 
using architectural magazines, The 
Times and provincial dailies for 
Wallspan curtain walling. (Clif- 
ford Bloxham & Partners Ltd.) 

S. SMITH & SONS (ENGLAND) 
LTD., using full pages in colour 
in trade and technical press start- 
ing in the New Year for combus- 
a heater. (Allardyce Palmer 

td.) 


‘BRITISH TRAVEL & HOLIDAYS 


ASSOCIATION, using national! 
papers, commercial TV on all sta- 
tions, posters and display show- 
cards. (CPV wo y Ltd.) 

McCALLUM & CRAIGIE LTD., 
using women’s magazines and 
point-of-sale material for Lan-Air- 
Cel Cellular Blankets. (Basil But- 
ler Co. Ltd.) 

SOUTHALLS (BIRMINGHAM) 
LTD., using trade papers and 
selected women’s magazines and 
point-of-sale material for Q-Tips. 
(CPV (International) Ltd.) 

COMMERCIAL PLASTICS LTD., 
using commercial TV on London, 
Lancashire and Yorkshire sta- 
tions, provincial papers in areas 
not reached by TV and trade 
press for Fabrilon Polythene 
tablecloth. (Alfred Bates Ltd.) 

EXPANDITE LTD., using trade 
press, popular handicraft maga- 
zines and “‘do-it- ee journals 
for eye Allan- 
Cooper & Co. Ltd 

MIDLAND BANK ‘Lrp., using 
commercial TV on all stations for 

hristmas 


Cc ues. (Charl 
Sarker a Sens Ltd. _— 
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“Young acquaintances 


must last longest” Dr. Johnson 


Acquaint youth with your products 


BY ADVERTISING IN 2900 lt 


PAPER 
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Fleet Street Players’ best-yet 


production 


‘DIARY OF A SCOUNDREL’ IN AID OF NABS 


The Fleet Street Players, annual benefactors of NABS, per- 
formed “The Diary of a Scoundrel,” Rodney Ackland’s 
adaptation of the Ostrovsky comedy, to highly appreciative 
audiences at the Scala Theatre on Monday and Tuesday 


evening. 

At the conclusion of the first- 
night performance W. A. Mes- 
senger, chairman of NABS, 
expressed the warm thanks both 
of NABS and of the audience to 
the Players who, he said, “get 
better every year.” 

During their existence they had 
contributed over £2,000 to NABS. 
NABS itself, during its 40 years, 
had spent more than £360,000 in 
benefits, and its expenditure 
tended to go up these days. 

Mr. Messenger thanked Carl 
Bedford, the Players’ house man- 
ager; and his stewards and pro- 
gramme sellers; William C. 
Thielé, who had been in charge 
of the box office, and his secre- 
tary, Miss Sheila Spring: 
Douglas Young, the producer ; 
Frederick Griffin, founder, the 
director of the Players; and all 
the other helpers. 

An ADVERTISER'S WEEKLY Ie- 
porter, who was present on Mon- 
day evening, writes: 


Good choice 


I have seen all the Players’ 
performances for NABS in the 
past few years and in my opinion 
they haye this week given their 
best so far. Their choice of the 
fine satirical comedy by the 19th- 
century Russian dramatist is to 
be commended. 

It is about a plausible, hypo- 
critical young fortune hunter who 
worms his way into society in the 
hope of making a_ wealthy 
marriage, is exposed through the 
discovery of his diary by a 
married woman to whom he had 
made love, but rehabilitates him- 
self by showing that his dupes 
are no better than himself. 

As such, the play is rich in 
“character” offering a tempta- 
tion for caricature which one or 
two of the performers did not 
sufficiently resist. 

Nevertheless the general level 
was very good. In_ particular, 
Paul Imbusch, in the title role. 
gave a beautifully controlled and 
absolutely convincing interpreta- 
tion all through. 

Other very good leading per- 
formances were by the always 
popular Edith Catchpole, who 
won many laughs as the red- 
wigged parrot-nosed married 
woman, avid for flattery, who dis- 
covers the diary ; Patrick Bacon, 
as the scoundrel’s pompous and 
self-satisfied cousin ; and John R. 
Downes, whose impersonation of 
a Government official was a little 


gem. 
Others who acquitted them- 
selves well were: 


Patricia Bel- 


shaw as the scoundrel’s mother 
and accomplice; Ben Hunter, a 
blockheaded Hussar officer: 
Gordon Millais, a blackmailing 
journalist; Eileen Cull, a_ per- 
manently drunken gypsy clair- 
voyante; Frederick Griffin, a 
semi-senile general; Alison Rowe, 
as the attractive girl whom the 
scoundrel fails to marry: and 
Judith Jourd as her superstitious 
and gullible aunt. 

Minor roles of servant and 
companions were more than 
adequately sustained by David 
Dodds, Derek Thurley, Angela 
Spittles, Jill Robinson, and Glyn 
James. 

Valuable _ behind - the - scenes 
work was done by John Blagrove, 
stage manager; Greta Jansen, 
Pamela Garland, and Derek 
Thurley, assistant stage managers; 
Jeane Griffin, wardrobe mistress; 
Catherine Kerins, assistant ward- 
robe mistress; and Eve Gardner, 
make-up. 

Outside help and support was 
provided by: the Deanery Press, 
two-colour posters and the print- 
ing of the programme; Spicers 
Ltd., paper and envelopes; James 
A. Hodgson, Ltd., printing letter- 
headings and duplicating; C. & E. 
Layton, Ltd., handbills; W. S. 
Crawford Ltd., designs and lay- 
outs; G. L. McLellan, Borough 
Billposting Co., handwritten 16- 
sheet posters; Young & Rubicam 
Ltd., front cover and programme 
presentation and design; Nickel- 
oid Electrotype Co. Ltd., front 


cover blocks; Life Engraving 
Ltd. and Central Etching Ser- 
vices, blocks; Studio Lorayne. 


photoprints; Cyril H. Fisher, hon 
publicity officer; staff of Yardley 
advertising department; and the 
Advertising Association, ISBA, 
IPA and BPAA. 
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‘NEW PACK PUTS 
UP SALES’ 


On the right are the front and back views of the new custard powder pack 

designed by London Press Exchange Lid. for their clients Foster Clark 

Lid. Sales attributable to the new pack are nine times the normal amount 
sold in the old pack on the left, say LPE. 


PR and a FREE SOCIETY 


The importance of public rela- 
tions in a free society was stressed 
by J. H. Brebner, public relations 
adviser to British Transport Com- 
mission, in a talk to the Metro- 
politan Section of the Institute of 
Transport on Monday. 

“The natural impulse of the 
British people is to resist autho- 
rity,” he said. “Certainly in a free 
society authority cannot be pro- 
perly enforced until its purpose 
has been explained. 

“This fundamental principle is 
being widely applied in the indus- 
trial field; the efficiency of an 
organisation depends on the 


Eight countries at 
plastics show 


Plastics manufacturers from 
eight countries—Great Britain, 
USA, Germany, Switzerland, 


Sweden, Italy, France and Hol- 
land—have already booked stands 


at the largest—and first-ever 
international—British Plastics Ex- 
hibition, in the Grand and 
National Halls, Olympia, from 


July 10 to 20. The Exhibition. 
which is held every two years, 
was started in 1951]. It is or- 
ganised, with the co-operation of 
the British Plastics Federation, 
by British Plastics (Associated 
lliffe Press). 


eat - * | 


“| 


The world’s most powerful crawler tractor, the 388-h.p. Euclid TC12, 

formed the chief exhibit on the Blackwood Hodge stand at the Public Works 

Exhibition. The stand was designed and constructed by Olympia Litd., in 

collaboration with the Blackwood Hodge's advertising manager, H. N 
Britnell. 


degree to which individuals assent 
to orders. To assent means in the 
first place to understand, and to 
cause a thing to be understood is 
the business of public relations 
and publicity.” 

In the complex business of 
modern, large-scale administra- 
tion, he continued, the specialised 
function of public relations and 
publicity stood side by side with 
the technical, the commercial, the 
financial function and so on. 

Its importance to the success of 
the business was of the same 
order. The consequences of a 
mistake in public relations could 
be as serious as the consequences 
of a technical or financial mistake. 

But in one important respect 
the position of the public relations 
and publicity function was differ- 
ent from these others. It stood 
nearer to the central management. 
The public relations and publicity 
function could never be specific- 
ally linked with any one part of 
a firm. 

The head of a commercial or 
technical department was respon- 
sible only for his particular com- 
mercial or technical side of the 
organisation. The public rela- 
tions and publicity expert, within 
his own field of interpretation and 
explanation, was responsible fdr 
everything. 


Malaya classes 


The Malayan 
Association has persuaded the 
Singapore Polytechnic to start 
classes in Introduction to Adver- 
tising and its Administration ; 
English; Advertisement Design 
and Presentation; and Repro 
duction. The classes will com- 
mence in January. Students 
who will be preparing for the 
examinations of the Advertising 
Joint Intermediate Examination 
Board will then be able to take 
the examinations in May, 1958. 
This is the first course of lectures 
designed to prepare students for 
British advertising examinations 
which has been organised over- 
seas, says the Advertising Asso- 
ciation. 
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The men behind (@ ia Baron Studios 


REGINALD EYRE 

was Baron’s partner in 
founding Baron Studios, 1937. 
After service as R.A.F. 
Intelligence Officer 

rejoined Baron in 1945. 
Specialises in still life 

for advertising and editorial. 
Best known for brilliant 

food photos, architecture, 
furniture. His work appears 
regularly in Woman, Illustrated, 
Everybody's, etc. Equally happy 
in colour or monochrome. 


Lifecolour 


A process originated by Reginald 
Eyre and exclusive to Baron Studios. 
This system is based on selective 
toning of black and white prints 
followed by dye retouching. The 
result is an absolute fidelity no 
other colour process can match. 


Baron a great team of photographers 


- Commercial Photography 
Studios Fashion 
Still Life 

Group Settings 

Colour 

Animals 

Portraiture 

2 BRICK STREET, MAYFAIR. GROsvenor 4441 
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‘Ever-increasing’ 
costs of paper’s 


production 


The half-yearly. report of the 
Co-operative Press Ltd. presented 
to the shareholders’ meeting in 
Glasgow on Saturday, said “that 
Reynolds News would never 
cease to fight for the advance- 
ment of co-operative principles 
as the main hope of Britain’s 
future.” 

Attention was drawn to the 
“considerable difficulties” —ex- 
perienced during the half-year, 
due to the economic problems 
which arose from the ever- 
increasing cost of maintaining the 
national newspaper, “in the face 
of relentless competition from the 
capitalist press.” 

The trading revenue from all 
sources for the half-year was 
£425,271, an increase of £36,692 
over the corresponding . period. 
But the accounts showed a loss 
on the half-year’s working which 
was covered by a transference of 
£20,905 from the contingency 
fund. 

The directors expressed thanks 
to the Co-operative Wholesale 
Federation and retail societies for 
their continued support of the 
collective advertising scheme. It 
was regretted, however, that there 
did not appear to be any abate- 
ment in the high cost of produc- 
ing a national newspaper. 

To help meet this problem the 
board proposes to discontinue as 
from April 1, the rebate now 
applying to the collective adver- 
tising scheme. 


Trundell lunch 


When John Trundell & Partners 
Ltd., publishers of four industrial 
journals, gave a luncheon at the 
Midland Hotel, Manchester, to 
business friends, guests included 
executives from leading chemical 
and engineering companies and 
advertising agents. After speeches 
by the editors of two of the jour- 
nals, and by John Trundell, the 
chairman, a vote of thanks was 
given by Eric R. Broughton, part- 
ner in Rowlinson-Broughton Ltd., 
of Manchester, and chairman of 
the Northern branch of the Insti- 
tute of Practitioners in Advertis- 
ing. 


At the Symin ton sales conference 
held to introduce the new County 
Soup packs, Col. Symington (centre) 
is seen talking to designer F. H. K. 
Henrion (left) and Roland Shott 
(right), of Erwin Wasey & Co. Ltd., 


the advertising agents. The inten- 
tion behind the designs for these new 
packs is to illustrate as clearly and 
as attractively as possible the identity 
of the maker and the contents, and 
at the same time to produce the 
maximum impact and sales appeal. 


200 boats at 
‘biggest’ show 


With nearly 200 exhibitors, the 
Daily Express’s third National 
Boat Show, which will be held 
at the Empire Hall, Olympia, 
January 1 to 12, will be the 
biggest yet. 

Nearly 200 boats, power and 
sail, will be on view, ranging 
from a five-feet coracle to the 
newest 46 ft. lifeboat. A floating 
caravan and a_ build-it-yourself 
boatyard will be among the 
exhibits. 


100 for TAM 


Television Audience Measure- 
ment Ltd. have announced that 
there are now 100 subscribers for 
their audience measurement ser- 
vice, They are the Independent 
Television Authority, three pro- 
gramme contractors—ABC TV, 
pe R and ATV—and the Television 
Programme Contractors’ Associa- 
tion, 58 advertising agencies and 
the Institute of Practitioners in 
Advertising, 29 major advertisers 
and the Incorporated Society of 
British Advertisers, and six pro- 
gramme wasnt 


Dunlop’s Fort tyre with the new 


“triple-cut”’ 
display at their London headquarters, St. James's House, St. James's Street. 


is the theme of a special 


\SHOULD 


RETAILERS 
SELL SPACE? 


“Should the retailer sell his 
window space to national adver- 
tisers?”’ will be one of the sub- 
jects discussed at the Third 
National Display Convention and 
Exhibition, to be held at the 
Horticultural Hall, Westminister, 
from April 8 to 11. 

A. F. Alexander, general secre- 
tary of the Scottish Federation of 
Grocers’ and Provisions Mer- 
chants’ Associations, will move 
that he should, and E. Freeman- 
Keel will oppose. 

Other subjects to be discussed 
are: the impact of self-selection 
and self-service on shop design 
and display; principles of live 
display; judging exhibition stands; 
and the value and status of the 
display man today. There will 
also be a Brains Trust. 

Organised by Display, who will 
again present a trophy for the 
best exhibition stand, the Exhibi- 
tion will be “the most comprehen- 
sive to date.” It will be opened 
by Viscount Hambleden. 


£4,000 revenue 
Advertising revenue in Weston- 
super-Mare Corporation holiday 
guide for next year will total £4,000. 


The highest rate, 


Advertising figures three times 
in the second edition of The 
Guinness Book of Records, which 
has just been published. 

Rates : “The highest price asked 
for advertising space,” says the 
book, “is 54,000 dollars (nearly 
£20,000) for a four-colour two- 
page spread in Reader's Digest. 
The highest price for a single 
page is 42,480 dollars (£15,170) 
for a four-colour back cover in 
Life magazine.” 

Advertising agents: “The largest 
advertising agency in the world 
is J. Walter Thompson of New 
York, with an estimated world 
total annual billing of 220 million 
dollars (£78.5 million) in 1955.” 

Advertising signs : “The largest 
advertising sign ever erected is 
that at Port Tampa. Florida, 3874 
ft. long and 76 ft. high, weighing 
175 tons and containing five miles 
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Good TV spots 
‘need not be 
expensive’ 


More than 100 agents and their 
clients in the Yorkshire area at- 
tended a film show in Leeds, given 
by TV Advertising Ltd. 

Representatives from Nevin D. 
Hirst Ltd., Tattersall Advertising 
Ltd., Gee Advertising Ltd. and 
other agencies were among those 
who heard TVA sales director, 
John B. Raper, refer to the recent 
opening of the Emley Moor trans- 
mitter and the increased power of 
the Lichfield station as “signi- 
ficant milestones in the rapid ex- 
pansion of commercial TV in the 
North and the Midlands.” 

The Leeds audience was shown 
some 30 commercials, varying in 
length from seven-second to two- 
minute spots, and covering a wide 
range of products. The com- 
mercials were selected to demon- 
strate several different techniques, 
such as cartoon, live-action and 
stop-motion. 

Also shown was part of a docu- 
mentary film recently completed 
by TV Advertising for Triang 
Toys, and which was transmitted 
last Sunday. 


Quality needed 


After the showing, Mr. Raper 
stressed the need for better quality 
commercials, both from the 
creative and _ technical film- 
making angles. 

He said it was a fallacy that the 
cost of top-class films had to be 
excessive, but low prices could 
only be obtained where the 
agency co-operated fully with the 
production company giving them 
adequate time in which to make 
the film and allowing them a large 
say in the contents of the script. 

Mr. Raper also gave details of 
TVA’s new studios at Film 
House, Wardour Street, W.1, and 
said that his company was now 
entering the field of cinema 
documentaries and coloured film- 
lets. 

. e 
biggest sign... 
of red neon tubing. The sign, 
completed in 1953, carries the six- 
word message ‘Atlantic Coast 
Line Port Tampa Terminal’ in 
letters 194 feet high and 13 feet 
wide. 

“A larger sign was painted in 
yellow letters 50 ft. high on the 
surface of Michigan Avenue, 
Jackson, Michigan, in July 1954. 
This spelled out the words ‘Free- 
dom Festival’ to a length of 
1.551 ft. comprising an area of 
77,550 sq. ft. (1.78 acres), in con- 
nection with the city’s double 
celebration of the Republican 
Party’s founding on July 6, 1854. 
and the 125th anniversary of the 
founding of the city in 1829. 

“The most elevated advertising 
sign in the world is the RCA sign 
on top of the 70-storey, 850 ft. 
high Radio Corporation of 
America Building in New York.” 
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APPOINTMENTS VACANT 


SENIOR 
PRODUCTION 
MAN 


required with previous agency 
experience. Capable man to 
handle complete production 
details, blocks, typesettings and 
schedule control on a group of 
Accounts. Please write in first 
instance, giving details of pre- 
vious experience, age and 
salary required to: 
GODBOLDS LTD., 
General Buildings, 
Aldwych, W.C.2. 


EXHIBITION AND DISPLAY WORK. 
Wolf 


Electric Tools Limited require 
man with sound experience in exhibi- 
tion installation Good ideas and 
administrative ability. Apply in writ- 
ing:to the Personnel Maniger, Wolf 
Electric Tools Ltd., Pioneer Works, 
Hanger Lane, Ealing, W.5. 

SPACE SALESMAN required for old- 
established chemical journal This 


presents a first-class opportunity for 
a man _ fully experienced _ selling 
specialised media who requires more 
scope. Our own staff are aware of 
this ad. Good salary and commission 
and expenses bee giving age, de- 
tails of experience, 

Box 5060 Ad Weekly 180 Fleet St BC4 


| PRODUCTION. 


73 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS y 9 ge 4s, per lime, 45s. per display panel 


APPOINTMENTS WANTED, 3s. 64. 

classifications, 4s. _ per lime, 50s. 
No charge, one line plas is. covering postage 
naa 


eekly, 


|. per 


lime, 40s. per display panel 
per display pane! inch. A amveding 3 limes. 


rates 


inch. one, oS. 
Box 
on application : all 


. ete. Series 
nder seven insertions MUST | BE PREPAID. Address “Advertiser's 
Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


no Saturdays. 


POINT OF SALE 


The following vacancies exist :— 


DESIGNERS & VISUALISERS 


Experience and knowledge of point-of-sale 
display material and ability to produce ideas 
and quick colour visuals for varied range of 
nationally known products. 4 


Hours 9.30-5.30 


Superannuation scheme and 
other benefits 


Please apply in writing to Personnel Director 
RICHARD LONSDALE-HANDS ASSOCIATES 
1-19 NEW OXFORD STREET, W.C.1I. 


LIMITED 


RETOUCHER 


Capable of colour and monotone work 
to highest standard in pleasant atmo- 
sphere, and aged between 23-30. 

SMH Advertising Services Ltd., 


2 Doughty Street, London, W.C.!I. 
CHAncery 3901-2. 


Young man with 
and preferably Agency ex- 
required to join an expand- 
Write or telephone 
to the Secretary, 
Rapier House, 
E.C.1 (CLE 0545) 


ability, 

perience, 
ing Organisation. 
for appointment 


Roles & Parker Ltd., 
65 Turnmill Street, 


their areas. 


expected. 


Advertiser’s Weekly 


CONFECTIONERY 
DISPLAY EXPERTS 
WANTED 


A leading national firm of confectionery manufacturers 
has vacancies, early in the New Year, on its permanent 
staff for four experienced display men to operate a 
retail window dressing service in the following areas : 
1. London, 2. Midlands and South Wales, 3. North- 
East, and 4. North-West. 
considerable professional experience in confectionery 
display work, hold a current driving licence, and be 
prepared to travel frequently and extensively within 
Write, as soon as possible, giving age, 
full details of past and present work, and salary 


Box 5078 


Applicants must have 


180 Fleet Street EC4 


ASSISTANT 


to 
Age 
advertising 


wanted. 
trial 


Pleasant atmosphere, 


sion scheme 
salary required 


. o 
Box 5047 Ad. Weekly 180 Fleet St EC4 


production 
20-30 


Leading Indus- 
agency, LPA 
prospects, 


manager 


pen- 
Write, with history and 


JUNIOR ASSISTANT 


An opportunity to join creative group, 


producing high-class i 
School background 

experience desirable 
trained as a print Tt 
giving full details 


BOX 505! 
Advertiser's Weekly 180 Fieet St EC4 


ndustrial print. Art 
with some Agency 
interested in being 
ypographer. Write 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


is required by 
DEXION LIMITED 


to administer a six-figure appropriation. 
He should be in his thirties or late 
twenties, and have already proved his 
creative ability and management poten- 
tial. He will be required to initiate, 
plan and control campaigns using all 
media, and should have a wide know- 
ledge of print and production tech- 
niques. For a man who has initiative, 
enthusiasm and a vigorous approach to 
selling, this is a first-class opportunity 
to join a rapidly-expanding organisation 
which offers excellent prospects, a 
salary commensurate with the position, 
and a really friendly and co-operative 
atmosphere. 

Please address applications, preferably 


typewritten, giving fullest possible 
details, to 
Personnel rtment (AM3) 
DEXION 7 


TECHNICAL 
working 
engineering 
tion of 


WRITER required with 
knowledge of  clectronic 
Duties include prepara- 
of technical bulletins, editorial 
material, Catalogue compilation. 
publicity supervision and advertising 
agency contact. London, W.1, district 
Give full details of experience and 
qualifications in confidence to 
Box 5084 Ad. Weekly 180 Fleet St BC4 


COAL UTILISATION COUNCIL has 
a vacancy for an assistant in its 
Publicity Department. Knowledge of 
Typography, print, progress and 
records. Permanent pensionable 
Position. Write, stating salary re- 
quired, to Publicity Officer, 3 Upper 

Belgrave Street, London, S.W.1 


We have a vacancy for a young man 


with experience in all forms of Media 


MEDIA 
RESEARCH 


Research. 


Applicants should write in confidence 


stat 


ing age, 


required to : 


MEDIA DIRECTOR 


ALFRED PEMBERTON LTD. 
93 Park Lane, London, W.1. 


experience and salary 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


Unusual opportunity for 


APPOINTMENTS VACANT 


INTERNAL 
AGENCY MAN 


Wanted by old-established 
prominent London Advertising 
Agency . . . A man of 35 to 40 
years of age who is accustomed 
by long experience to handling 
all the internal detail of work for 
clients and acting as intermediary 
between contact and departments. 
Accuracy in detail and know- 
ledge of production essential. No 
one below the age of 35 or above 
the age of 40 will be considered. 


Box 5101 
Advertiser's Weekly 180 Fleet St EC4 


conditions. 


KODAK LTD. require copywriter for 
catalogues. Experience not essential, 
but evidence of writing ability must 


CLASSIFIED ADVERTISING 
IMPORTANT 
DAILY NEWSPAPER 
seeks an 
EXPERIENCED ENTHUSIASTIC 
REPRESENTATIVE 


This is a senior position with first class pay and 
Write fully 

Box 5089 
Advertiser’s Weekly 180 Fleet St EC4 


NATIONAL 


be sent with application. Write 
Dept. 125A, Kodak Ltd., Wealdstone, 
Harrow, Middlesex. 


LAYOUT. YOUNG MAN required to 


join our Layout and Visualising 

SUBSCRIPTION PROMOTION ASSIS. Department. Must be capable of 

TANT required for London technicu! accurate casting up to type, the 

publishers of high standing Good handling of adaptations and the pro- 

salary. Previous experience essen- duction of finished layouts for 

tial. Give fullest details to presentation when required. Agency 
Box 5087 Ad. Weekly 180 Fleet St EC4 experience essential. Write fully, 


MANCHESTER. Exceptional — oppor- Box 5012 Ad. Weekly 180 Fleet St EC4 


tunity for man of initiative and enter- 


prise to control and expand Man- ROTAPRINT RKL OPERATOR re- 
aFn interests of London Agency quired (female) Five-day week, 

.P.A.). Apply 9-5.30. Write B. Elliott & Co. Ltd., 
Box 5088 Ad Weekly 180 Fleet St FC4 Victoria Works, Willesden, N.W.10. 


Pritchard Wood 
want a 


Junior 
Copywriter 


—a young man or woman who is out to show 
the world. He should have some copywriting 
experience and some interesting specimens to 
show. 


If you are waiting your opportunity to get 
into a big Agency, this is it! 


Write details of experience to: 


‘DIRECTOR’, F. C. PRITCHARD WOOD 
& PARTNERS LTD., 25 SAVILE ROW, W! 


ADVERTISEMENT 


ADVERTISING DEPARTMENT. Well 


educated young woman required by 
light engineering Company in West 
London. Responsibilities chiefly con- 
cerned with the preparation, from 
technical data provided, of descrip- 
tive matter in sales literature and 
advertisements of all kinds. Will be 
required to collaborate with the Com- 
pany’s technical staff and with 
designers, typographers, advertising 
agents, printers, etc., who prepare the 
Company's print, display material and 
exhibition stands. Some knowledge of 
printing processes and good literary 
and aesthetic judgment desirable 
Apply Personnel Officer (Ref. 670), 
The Glacier Metal Co., Ltd., Ealing 
Road, Alperton, Wembiey, Middlesex. 


REPRESENTA- 
TIVES required (male or female) for 
official publications, guides, etc., on 
commission and expenses basis. 
References required 

Box 5049 Ad. Weekly 180 Fleet St EC4 


1956 


DECEMBER 7, 


CLASSIFIED ADVERTISEMENTS 


WELL ESTABLISHED 
LONDON 


DISPLAY AND SCREEN 
PRINTING COMPANY 


REQUIRES 


MANAGER 


WITH 
SELLING CONNECTIONS 


Practical studio management experi- 
ence an advantage but a good selling 
connection essential and with ability 
to open new accounts. First-class 
working studio (30 craftsmen)—with 
existing sales force requiring leader. 
Generous terms offered to right man. 
Earning capacity of the applicant will 
be limited only by himself. 

Salary, participation, car, pension. 
Write stating age, experience, value 
and scope of connection, salary expec- 
tation etc., to 

Box 5104 
Advertiser's Weekly 180 Fleet St €C4 


REPRESENTATIVE 


required by pub 
lishers of trade journals First-class 
opportunity for young man to enter 
field of space selling Salary and 
commission Full details to 

Box 5083 Ad. Weekly 180 Fleet St EC4 


Good 


VISUALISER 
GENERAL ARTIST 


REQUIRED 


by periodical publishing house. 
Lettering essential: knowledge 
of typography an advantage. Five- 
day week: pension scheme. 
Write giving details of experience 
and salary required. 
Box 5090 
Advertiser's Weekly 180 Fleet St €C4 


Assistant 
Media Manager 


Opportunity for young man 
West-End Agency handling 


appropriations. 


work applied to advertising and marketing problems. 
He should have had some practical experience in the 
media department of an agency. Write to: 


ARTHUR S. DIXON LTD., 
7 Savile Row, London, W.1. 


He should be familiar with modern 
methods of media research and should be capable of 
planning 6-figure schedules and, 
paring a complete media report for the client. It 
would be an advantage if he had a degree in economics 
and had some experience of research and statistical 


in fast expanding 


important national 


if necessary, pre- 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


POINTS, EMS, PICAS. If you not 
only know about them but also how 
to use them, there is a vacancy for a 
Typographer/Designer in W. M. de 
Majo's design office. Brochures, 
Packaging, Displays are some of the 
varied assignments Previous experi- 
ence essential. Phone Miss Collinson, 
Flaxman 6816, for appointment 


A JOB WITH THE 
LONDON PRESS 
EXCHANGE 


There's a good job going in our 
Mechanical Production Dept., 
for a young man, 23 or upwards. 
Some Agency experience would be 
an advantage. Please write, 
stating age and desired salary to:- 


110 ST. MARTIN'S LANE, W.C.2. 


(He will tell you all about prospects, 
bonuses, pension schemes, etc., at the 
interview.) 


DIRECTOR VACANCY, due to retire- 
ment, will shortly become available in 
a highly placed and well-established 
agency. To fill the vacancy, the re- 
maining directors would welcome 
being joined by a top agency experi- 
enced, all-round contact/ accounts 
executive who is basically a brilliant 
copywriter with a real understanding 
of selling clients’ products. 
capital is required, but he must have 
adequate existing connections that 
‘vill assist in developing new accounts 
for the agency. Salary will be com- 
mensurate with his economic value 
to the agency. A cumulative incen- 
tive interest will be arranged for his 
retirement and dependants, based on 
the personal accounts the director 
develops during his service with the 
agency. Our own executives have 
seen the draft of this announcement. 
Only if you match up to the require- 
ments, please write for a personal, 
confidential interview to the Chair- 


man 
Box 4969 Ad. Weekly 180 Fleet St BC4 


MENTOR LIMITED 


—the most progressive name in Shirts 
and Pyjamas—require a 


SALES PROMOTION 
MANAGER 


This is an ideal opportunity for a man 
(26-38) with good experience of 
Advertising, Merchandising and Display 
to assume greater responsibility. The 
person appointed will be responsible to 
the General Sales Controller, to whom 
all applications should be addressed, and 
a good four-figure commencing salary is 
envisaged. Desirable qualifications—a 
flair for design, the ability to develop 
sales promotional schemes and plan and 
control an advertising programme with- 
in a prescribed budget. Duties will 
include the preparation of Sales 
Bulletins, Sales Literature, Displays and 
Merchandisers. The successful applicant 
will be required to live within easy 
reach of London, but will spend a con- 
— amount of time in the North- 
est. 


MENTOR LIMITED, 
King Street West, Stockport 


EXPERIENCED 
SPACE SALESMEN 


on good commission basis, with know- 
ledge of Great Britain's light engineer- 
ing and precision tool industries, 
sought by publishers of a technical 
international Directory, planning to 
enlarge their British connections. 


The unique services and export pro- 
motion value of the Directory assure 
first rate sales prospects for regional 
salesmen in industrial areas, with the 
right connections, drive and initiative, 
already working in this field. 


Write full details to 


OFFICE FOR 
INDUSTRIAL INFORMATION 
4, Tour de I'lle, GENEVA 
(Switzerland) 


75 


A LARGE ORGANISATION requires 
for their Publicity Department in 
London a man aged 25-30 years, with 
the ability to write articles and sales 
literature and discuss sales promotion 
ideas with customers A knowledge 
of the Textile Industry, perhaps 
gained in the editorial department of 
a trade paper, would be useful 
Salary up to £1,000 fr annum, 
according to age, qualifications and 
experience. Apply, giving details of 
age. experience, etc. (quoting 
Reference A.290), to 
Box 5081 Ad. Weekly 180 Fleet St EC4 


ALFRED 
BATES 


require 


another 


Traffic 
Assistant 


Good opportunity for a young 
hard-working production assis- 
tant, to join a busy copy-detail 
department where his know- 
ledge will stand him in good 
stead. Our traffic department 
works closely with account 
executives and departmental 
managers—production experi- 
ence (plus the ability to control 
flow of work to meet press 
dates) is, therefore, essential. 
Aged 23/26 would be ideal. 
Salary £12, according to ex- 
perience. 


Write or call: Traffic Manager 
ALFRED BATES & SON LTD. 
130, Fleet St., London, E.C.4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


NSW 


want a 
GROUP 
ART DIRECTOR 


Here is an opportunity to lead a new Art 
Group being formed in response to steadily 


growing business demands. 


The Group Art Director we are looking for 
must, of course, be an experienced creative 
He may have led a group in the past 
and be seeking a change of Agency. On the 
other hand he may be a senior visualiser who 
is now ready to take on increased respon- 
He must be young, enthusiastic, 


man. 


sibilities. 
ready to throw in his lot with 
and fast-moving Agency. 


Please write or phone 

The Art Director, 
Napper Stinton Woolley Limited 
15-19 Great Chapel Street, W.1 


Gerrard 2633 


a fast-growing 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT ff 


Small but expanding publishers 
(periodicals and books) 


in Mayfair invite applications for the . . . 
following new appointments: WOLF ELECTRIC TOOLS LIMITED 
require young man for their Publicity 


ASST. P RO D U CTI 0 N Ficcongh anoaumtiel oaks amt 
MANAGER 


ability to write good English essential. 
Candidates (Nat. Service completed) 


76 


Excellent prospects for right appli- 
should have had 3—8 yrs. in Art Dept. 


cant. Full details to The Personnel 
Manager, Wolf Electric Tools Ltd., 
of publishing or printing house or with 
an advertising agency. Must be 


Pioneer Works, Hanger Lane, 
WS 
capable of doing layouts and rough 


art work, and have full knowledge of 


printing procedures. Salary £546 p.a. PU BLIC RELATIONS 
ADVERTISEMENT : 


REPRESENTATIVE 


An opportunity has arisen for a young 
man to sell space for a general indus- 
trial magazine which is undergoing 
expansion. He will be required to 
cover ered London “* to go to a work on two national 
few industrial centres in the provinces " 

Long experience is not necessary but accounts in well-known P.R. 
he must be intelligent, able to work | company. 

hard, and be of presentable appearance. 


Ealing, 


Excellent opportunity 
immediately available to 
experienced executive. To 


A good initial salary, plus expenses, Write 
will be paid to the right man, who must Box 5097 
have a current, clean driving licence. Ox 


Written applications, giving full details, 
should be addressed to: 


Box 5107 
Advertiser's Weekly 180 Fleet St EC4 


Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE required by screen 
printers and publicity studios. Wide 
scope for keen man with poeutedes 
of the industry. Telephone TER 0968 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
APPOINTMENTS VACANT 


MEDIUM-SIZED LONDON AGENCY, 


now expanding, requires 
Visualiser and Layout Man 
agency experience preferable. Capa- 
bilities for some figure work an 
advantage. The “‘all- — a" 
enjoy the variety of work. 

Box 5109 Ad. Weekly 180 Fleet rm EC4 


young 
Previous 


! 


DECEMBER 7, 1956 


APPOINTMENTS VACANT 


EDITORIAL ASSISTANT required by 


Publicity 
engineering 


avid 
Services 


Brown Group 
Interest in 


(particularly farm machinery) desir- 
able. Duties will include assisting 
in production of works newspaper, 
press liaison, and general publicity 
work Five-day week. Super- 
annuation Scheme Full details. 
including salary expected, should 

sent to Publicity Manager, The 


David Brown Companies, Meltham, 
near Huddersfield 


SCRIPTWRITER 
required by 
Production Company 


with expanding interests in the field of 
cinema advertising, television commercials, 
documentary films and programme material 


Permanent Appointment—Highest Salary 
paid. Knowledge of Advertising and experi- 
ence in one of the above types of production 


desirable. 


Box 5079 
Advertiser’s Weekly 180 Fleet St EC4 


PRODUCTION 


A thoroughly experienced man 
is required to work on interesting 
national accounts. Must have 
expert knowledge of reproduction 
processes and be capable of 
handling press details. 


Write or ‘phone for appointment 

to :— 

W. W. Whitby, Crane Publicity 
L 


Adam House, 
| Fitzroy Square, W.!. 
Euston 806! 


creative group? . . 
to the I.P.A. Final? ... 
Excellent ! 


a WANTED FOR PUBLI- 

ATIONS DEPARTMENT of engi- 
om for preparation of catalogues, 
booklets, technical manuals, etc 
Must have experience of such work 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work 
Five-day week. State age, experience, 
salary required. Apply to the Per- 
sonnel Manager, CAV Ltd., Warple 
Way, Acton, W.3. , 


Robert Brandon 


CREATIVE OPENING 
AT R.B.P. 


You believe you are more than ‘just a copywriter’? 
| . » - You’re round about 30?.. . 
td. Then you may be the man. 


You feel you have sufficient experience to lead a 
. And you're well on your way 
Write to me personally for an interview. 


Robert Brandon & Partners Limited 
47 Albemarle Street, London, W.1. 


VISUALISER — DESIGNER 


Expanding Birmingham Advertising Agency intends to 
appoint two senior members of the staff to the board. For 
one of these appointments a first-class visualiser-designer is 
required. A man with considerable agency or studio 
experience, who is not only a designer capable of producing 
a high standard of work reflecting a contemporary outlook, 
but one who is also an advertising man and appreciates the 
fact that his ideas must promote sales. Remuneration for 
this position will be £1500 per annum and a directorship 
after a reasonable probationary period. Applications in 
confidence, giving full details of age, experience, etc., to 
* Managing Director,’ 


BOX 5106 
Advertiser’s Weekly 180 Fleet St EC4 


DISPLAY AND EXHIBITION DE- , 
SIGNER required, with appreciation 
of contemporary design and detail 
drawing experience. Phone Miss 
Collinson, W. M. de Majo, FLAxman 
6816, for appointment. 


Phone 


LETTERING ARTISTS. Care to join 
a new expanding | Company giving a 
complete service? New premises, 
equipment and perfect conditions. Top 
salaries to first-class experienced men. 
Telephone TER 0968. 


a ~ NEED A VISUALISER with strong 


yocmrament knowledge and a flair 
or good design to work on a variety 

of interesting technical accounts. 
Applicants should have at least five 
years’ sound agency experience, 
enabling them to work with a young 


team in @ progressive and rapidly 
A a organisation in Central 
id 


ndon. 
Box 5085 Ad. Weekly 180 Fleet St EC4 


DESIGNERS 
Exhibition Stand & Display 


There is an opportunity open 
for two good creative exhibition 
stand and display designers with 
a large progressive house. Good 
wages, permanent position. 
Write previous experience to 


Box 5108 
Advertiser's Weekly 180 Fleet St EC4 


MARKETING RESEARCH. 


This is a 
new post in an expanding department 
which can be filled by an enterprising 
person with preferably a degree in 
Statistics and/or psychology. Experi- 
ence in market research an asset. Age 
under 30 desirable. Full particulars 
to the Personnel Adviser, The Rank 
Sr ill Belgrave Road, 


TECHNICAL 
ILLUSTRATOR 
REQUIRED 


to assist in preparation of 
Machine Handbooks 

Must have engineering back- 
ground and be capable of accurate 
perspective from sub-assembly 
drawings. 

Successful applicant from the 
London area will be nominated 
for housing. 


Metal Box Co. Ltd. 
London Road, CRAWLEY 


Provincial Evening News- 
paper (60 miles from London) 
is considering the employment 
of a competent 


COPYWRITER/ 
LAYOUT MAN 


for the service of local adver- 
tisers. A suitable applicant 
would be versatile rather than 
brilliant and able to work 
amicably in direct contact with 
local traders. The position 
should be permanent, pleasant 
and pensionable. 


Applications giving full details 
and stating salary required to 


Box 6009 
Advertiser's Weekly 180 Fleet St EC4 


your classifieds to WAT 3388 ( Ex, 25 ) 
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DECEMBER 7, 1956 


CLASSIFIED ADVERTISEMENTS 


COPYWRITER 
FOR 


George Newnes 
PUBLICITY DEPT. 


Outstanding opportunity 
for experienced young man 
or woman with a sound 
advertising approach and 
the ability to write good 
selling copy with punch 
and imagination for press 
advertisements and other 
media promoting a wide 
range of famous periodicals. 
Write stating age, ex- 
perience and salary re- 
quired. All applications 
will be treated in strict 
confidence. 


Publicity Production Manager, 

George Newnes Ltd., Tower 

House, Southampton St., Strand, 
London, W.C.2. 


COPY/IDEAS MAN required by 
expanding advertising agency in West 
Riding. Apply, stating age, experi- 
ence and present salary. All speci- 
mens returned 


e 
Box 5113 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS VACANT fa APPOINTMENTS WANTED 


FIGURE & RETOUCHING 
ARTISTS 


Experienced and versatile for top quality 
studio work. Good salaries and conditions. 
Wrice or call Art Director, Grafton 
Arts Ltd., 9 Gough Square, E.CA4. 
Tel. FLE 6941 


ADVERTISEMENT REPRESENTA- 
TIVE required for Yorkshire Life 
Illustrated. Good salary, commission 
and expenses. Car supplied. Applica- 
tions invited from men resident in 
Yorkshire, who have a good space 
selling record and appreciate operat- 


ing on their own initiative rite, 
giving full personal details and 
experience, to The Advertisement 
Manager, Whitethorn Press Litd., 
Philips Park, Manchester, 11, mark- 
ing the envelope Confidential. 
SECRETARY required for West End 
Advertising Agency Must be well 
educated and intelligent Experience 
(preferably in advertising), good 
shorthand typing speeds and ability 
to work on own initiative essential. 


Phone GRO. 8228 


We are seeking a 


COPYWRITER 


with creative flair to work in co-opera- 
tion with a team of brilliant young 
visualisers. The person we seek should 
be able to provide proofs of experience 
of having created and written national 
product advertising of outstanding 
quality, have a sound overall picture 
of all agency functions and be a person 


hl 


r of growing with the agency 


EXPERIENCED 
LETTERING ARTIST 


capable of producing stylish lettering and 
layout. Required by Commercial Studio. 
Five day week. Bonus Scheme. Write or 
‘phone for appointment. 


TEMPLE STUDIOS LTD. FLE 3327 
301/307, TEMPLE CHAMBERS, E.C4 


ARTIST who can_ produce original 
layouts and some finished artwork for 
interesting and varied accounts. 
Apply to Wm. Furness Ltd. (formerly 
Bennett Williams (Advertising) Ltd.), 
2. Melbourne Place, Bradford, 5. _ 

GENERAL ARTIST. Young man re- 

quired, capable of designing Show- 

cards and constructional cutouts for 
all point-of-sale Advertising. Experi- 
ence desirable, good lettering. 

Box 5103 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 
COMMERCIAL 
ARTIST 


capable of Visualising, Layout and 
carrying campaign through to final 
artwork, required by leading Adver- 
tising Agency in Kenya. The work 
entails the handling of the complete 
creative side for one account. Sub- 
stantial basic salary to the right man 
together with c.o.1., 6 months leave, 
pay and passage after 4 year contract, 
plus contributory pension and medical 
schemes. Successful applicant will be 
required to take up duties in March or 
April, 1957. Please write in first in- 
stance, enclosing specimens of work, to 


Kenya Advertising Corporation Ltd., 
P.O. Box 563, 
Nairobi, Kenya. 


Final interview will be arranged in 
London. 


| 
} 
| 


| 


| 


and eventually assuming increasing 
creative responsibility. Agency is 
situated in the West End and handles 
important consumer and national ac- 
counts. Careful consideration will be 
given to all applicants, who should have 
had at least five years’ experience. 
Write, giving full details of experience, 
present remuneration, to 


Managing Director, 


Box 5082 
Advertiser's Weekly 180 Fleet St £C4 


| 


ADVERTISEMENT 
TIVE required. Opportunity occurs 
for a live, energetic advertisement 
representative for the London area 
with progressive firm of publishers 
of trade and technical journals. 
Established connection to be taken 
over with ample scope for develop- 
ment. Salary and commission. Per- 
manent appointment. Write in 
confidence, stating age and experience, 
to Managing Director, 

Box 5086 Ad. Weckly 180 Fleet St EC4 

TRADE ASSOCIATION. ‘Junior 
Assistant (female) for 
Information Department. 
ledge of typing essential, shorthand 
desirable. Write with full details, 
Box 5112 Ad. Weekly 180 Fleet St BC4 


REPRESENTA- 


im APPOINTMENTS WANTED 


HARASSED, OVERWORKED? Young 
man with a lot of gumption but no 
agency experience would welcome 
opportunity to assist busy contact, 
traffic or production department as 
start in agency career. Good 
organiser, British and overseas sales 
experience, fluent French, some 
German, Opportunity more impor- 
tant than commencing salary 
Box 5099 Ad. Weekly 180 Fleet St BC4 

GENTLEMAN (38), with considerable 
selling ability at executive level, seeks 
interesting post, home or abroad, 
where enthusiasm and abundant 
onan can advantageously 
employed 
Box 5100 Ad. Weekly 180 Fleet St EC4 


IDEAS FROM MANNEQUIN parades 
to children’s advertising, copywriting, 
account administration management. 
Please write D.A.A. toda 
Box 5043 Ad. Weekly 180 Fleet St EC4 


TYPOGRAPHY. Who . wants an 
expert print producer with top- 
ranking soeery and publishing experi- 
ence? Wri 
Box 5105 Ad. Weekly 180 Pleet St EC4 


FIRST-CLASS LETTERING ARTIST, 
not ‘sausage machine,’ seeks imagina- 
tive responsible job. Present salary £16. 
Box S111 Ad. Weekly 180 Fleet St EC4 


SPACE OR RESEARCH? 
educated girl, 26, seven years news- 
paper advertising statistics. Some 
shorthand typewriting. 

Box 5096 Ad. Weekly 180 Fleet St BC4 


“HAND - PICKED” SECRETARIES 
available. , Wigmore Agency 
Wigmore St., W.1. HUNter 3951 / ai. 


I VISUALISE that somewhere there is 
a responsible creative position that ‘is 
worthy of ten years’ first-class agency 
experience in major national accounts. 
Box 5094 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS LETTERING ARTIST, 
versatile, clean worker, all-round 
experience Minimum salary £15. 
Box 5098 Ad. Weekly 180 Pieet St EC4 


FREE LANCE SERVICES 


FREE LANCE ARTIST, 20 
experience. Exhibition, eee 
general work, CUN. 0918 


SALES AND WANTS 


WANTED. Scrap biocks, copper, 
electros, zincos, stereos or tft 
Cash on collection. J. Luck Ltd., 
14 Theberion Street, London, N.1. 
CANonbury 1683. 


BUSINESS OPPORTUNITIES 


PERIODICAL PUBLISHERS and 
Printers are interested in purchasing 
periodicals, or even purchasing part 
interest of Trade, Technical or Con- 
sumer peat Reply in strict 
confidence 
Box 5091 “Ad. Weekly 180 Fleet St EC4 


CIRCULARISING LTD. 


Capable 


years’ 
and 


“« All that the name implies” 
Acdressi = Foldin: Saciguing. 
falting. acsimile "Cecears Dupl 
cating. Lists Supplied. Lists Main- 
tained. Direct mail campaigns 
pr and executed wi 

and 5 
Telephone 19 ent me Lane, 
Hunter 9827 London, W.!. 


DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expensive and 
of higher quality gloss. Increasingly 
used by leading advertisers. Ask for 
specimen and estimate. Dispro Ltd., 
36-38 Peckham Road, S.E.5._ Tel.: 
RODney 7171 (six lines). 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD., 
Fine Colour Printers, Bournemouth 
Telephone Boscombe 36835. 
leotes Office 4a Bloomsbury Sq., 
w.c.l Phone: CHAncery 2065 


ADVERTISING AGENCY (small) for 
sale. Sound connections. 
Box 5093 Ad. Weekly 180 Fleet St BC4 
AGENTS WANTED in the Birmingham 
and Manchester areas to sell space 
for established technical journal. 
Box 5095 Ad. Weekly 180 Fleet St EBC4 


Phone your classifieds to WAT 3388 ( Ex. 25) 


ADVERTISER’S WEEKLY 


BUSINESS OPPORTUNITIt 


MEDIUM SIZED, LONG-ESTAB- 
LISHED, WEST END AGENCY, 
with full facilities for giving first- 


class service to a considerable number 
of extra accounts, is prepared to dis- 
cuss arrangements with principals con- 
sidering retirement who wish to enjoy 
a permanent income from personal 
accounts without the detail worry 
Please write to Principal, to arrange 
stricly confidential meeting 

Box 4968 Ad. Weekly 180 Fleet St Ees 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Mariborough Street 
w.l. 
GERRARD 0068 


PERIODICAL PRINTERS, London 
area, can undertake additional 
journals up to 10,000 runs, weckly 
or monthly. Lino setting. Letter- 
press only to Quad and Demy size. 
wire stitched Queries treated 


strictest confiden 
Box 5018 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and~- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Gt. Portland St. Station) 


ACCOMMODATION 


DESK SPACE VACANT off Ficet 


Street. Lettering/retouching artist. 
FLE 92. 

TWO DESKS TO LET in Fleet Street 
Studio of well-known Art Service. 
Spacious, well-lit room, accommodat- 
ing five Free Lance Artists in all 
Heating, lighting, own telephone, 
Camera Lucida, cleaning hot water, 
two lifts for 30s. weekly, inclusive 


Work available to good Lettering or 
General Artist. 
Box 5080 Ad. Weekly 180 Fleet St EC4 


OFFICES FOR 
ADVERTISING 
AGENCY 


2,350 sq. ft. excellent 
natural light,5th floor Maddox 
House, Regent Street. Avail- 
able about 3ist January, 1957, 
when S. C. Peacock Ltd. move 
to larger premises. 

Specially laid out for 
advertising agency purposes, 
completely fitted with floor 
coverings: modern glass 
partitioning, lighting, inter- 
com. system, etc. 


For terms and to view, telephone 
Mr. Smith, Moss & Partners 
Mayfair 9933 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 


Advertising. For Particulars of 
studio facilities, fashion Photographs 
and over 1,600 available models (in- 


cluding coloured people) contact 
Philip Gotlop Photographs Ltd., 
24 Kensington Church Street, W.8. 


WEStern 4130. 
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ADVERTISER'S WEEKLY 


The 
Chur, A's 
Nati onal 

f amily 


@ . 
S42 ine 


The Family Magazine 


Keyed advertisements 
bring record results 
in replies and sales 
CERTIFIED 


105,807 


NET SALE 


Church Illustrated 


London Office CASTLE YARD HOPTON STREET S.E.1. 
Telephone: WAT 4151 


: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
office: Mercury House, 109-119 Water Road, L 


with Responsive Readers 


DecemsBer 7, 1956 


STOP PRESS 


500 bookings for 
Textile Show 


Peter Thorneycroft, president of 
| the Board of Trade, will open the 
| 
| 


| British Textile Show at Earls Court 
| om Monday, March 4. It will 
occupy 270,000 sq. ft., and nearly 
500 firms have already booked stand 
space, say promoters National Trade 
Press. 


Men’s and Boys’ Trade Fair; The 
British Cloth Fair; The National 
Household Textiles and Soft Far- 


> 


? 
i 


| Mrs. “Allien; S. C.F. Allen 


| and secretary; and J. S. Brown, 
Jack Smith, editor of 
| the Irish Press Lt has been 


| reported missing, believed drowned, 
by the Dublin police after the body 
of his wife was found this week in 
their car, which was recovered from 
| the River Liffey. Mr. Smith and 

his wife had not been seen since 
Saturday. 


R 
| Reginald Harris Publications Ltd., 
and A. W. Smith, of Frederick 


Aldridge Ltd., lunched together on 

| Wednesday to mark the fact they 
are both 75 years of age and have 
| both spent 59 years in advertising. 
| ‘ aitiehaiaieaichone 


form on Monday. New page size is 
13 in. by 16 in. with six columns. 
Announcing changes, the “Bulletin” 
| refers to “new compact, easy-to-read 
| format, with ideal for 
handling in bus or tram. Headings 
| reduced in size and type faces stan- 
dardised to give a clean and simple 
layout.” 


| John H. Wells, public relations 
assistant at British Railways Western 
Region Headquarters, has retired 
after 47 years in the railway press 
relations and advertising field. 


Owen Rowley, who has retired 


hat 
e 
g 


F 
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— Elland, editor, and — 
wrence, general manager, ““Even- 
| img Standard.” 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
‘ registered offices 
Advertisement, Editorial and Sales 


ondon, S.E.1 (Waterloo 3388.) 
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